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FORGING AHEAD WITH 


They are the Lewis Brothers of Joliet, 
Ill. Theirs is one of the finest exclusive 
shoe stores in the country . . . “Joliet’s 
GOOD Shoe Store.” The men who 
run it make good the promise of the 
slogan. 

And so do Freeman Master-Fitters, 


-~) 


FREEMAN Wieslee Hiltors 


featured by the firm ever since they 
were introduced. Last year Lewis Bros. 
did a $3037.50 business on only four 
Master-Fitter styles—in a city of 
40,000. And now that the Master-Fit- 
ter line is complete, they are adding 
eleven more for fall—and going to town! 


SEE THE NEW MASTER-FITTERS 


Good selling starts with good buying. Good shoes are essential to good merchan- 
dising. Make quality the keynote—and the profit-note—of your fall campaign... 
with Master-Fitters. Write for catalog and set a date to see the complete new 





line spread in your store. . . . Freeman Shoe Corporation, Beloit, Wis. 


FREEMAN SHOES + Worn with Pride by Millions 
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DID you know that 682 copies of 
the Boot anD SHOE RECORDER are 
on our foreign subscription list, 
exclusive of Canada? Now let’s 
ask a question of those who have an 
interest in geography and in places 
far and wide—where is—Borovo, 





Kiev, Schoenenwerd, Dozwil, Her- 
zogenbuchsee, Orebro, Ramlosa, 
Gislaved, Kilmarnock, Alesund, 
Aradea, Chrzanowski, Ballinasloe, 
Zagreb, Padova, Tilburg, Waalwijh, 
Kobenhavn, Graz, Kolin, Chrudim, 
Tollinn? 

There are good shoe men in each 
one of these places and now that 
Hughes and Corrigan have shown 
us the way, we hope to visit them 
some day. 

* * * 

THE National Handbag and Ac- 
cessories Show will be held at the 
Hotel Pennsylvania in New York 
City on Aug. 1 to 5. As a climax to 
the week’s program, a Fashion Ac- 
cessories Pictorial will be held at 
the Hotel Astor on Thursday night, 
Aug. 4, under the direction of Ruth 
Kerr, leading stylist. The Pictorial 
will be preceded by a dinner. 


OO ana SHOE Wecon 


Mi. O. MICHELSON, manager of 
the Hollywood Boulevard Florsheim 
Shoe Store in Hollywood, Calif., 
says: 

“Our trade has just gone to the 
extreme in buying sport shoes. 
They are asking for and getting a 
great many new ‘slack types’ of 
shoes. The reason for this is the 
decided trend toward wearing 
slacks and jackets to match for 
street and business wear. So the 
trade needs something equally in- 
formal in footwear. Crepe soles in 
brown and white, and in tan and 
white are very good. Red rubber 
soles in many two-tones are staging 
a real comeback, while the woven 
‘slack types’ with crepe soles are 
showing added strength as the sea- 


son progresses. 








“This slack shoe selling in Holly- 
wood is more than just a seasonal 
trend, as we are now planning to 
develop a number of novelty slack 
sport types for the Fall and Win- 
ter. Last year the men showed they 
liked these shoes, when they were 
siyled for the Fall season—so this 
year, with: the trend even more 
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pronounced, they will be given an 
even greater assortment. 

“This novelty sport shoe business 
has shown us in this store that the 
store management that is just play- 
ing a conservative style men’s shoe 
business is just doing a modest, con- 
servative volume. The fellow who 
wants to do a real men’s business 
must go into the specialty sport 
kinds in a wholehearted way.” 


CLARENCE R. FAFLIK of Cleve- 
land, Ohio says: “The Scientific 
Shoe Fitters of America is a going 
concern and we will have the finest 
shoe store in the United States in 
the Medical Center of the City of 
Cleveland.” 

In a recent address—“The Most 
Important Person in the World”— 
he said: 

“Now what would you say if I 
told you that you were worth only 
77c.? Well that happened to be 
the market value for the chemicals 
found in the average human body 
very recently, but now, according 
to my good friend and schoolmate, 
Dr. James Kocour, he tells me that 
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it has been reduced to 56c., which 
one chemist divides in this way: 

“The average man weighing 140 
lbs. is composed of: 

enough water to fill a 10-gal. 

barrel 

enough fat for seven cakes of 

soap 

enough carbon for 9000 lead 

pencils 

enough phosphorous to make 

2200 match heads 

enough magnesium for one dose 

of salts 

enough iron to make a medium- 

sized nail 

enough lime to whitewash a 

chicken coop 

enough sulphur to rid one dog 

of fleas. 

“Well, we may be worth only 
56c. to Dr. James Kocour but that 
doesn’t change the fact that the 
human body is the most wonder- 
ful mechanism on earth and feet 
are the perfect instruments of lo- 
comotion.” 


LOOKIT WHAT | DISCOVERED 





HEH. 





eB. HOWARD PEW, president of 
the Sun Oil Company, says: 
“There is no surer way of ruin- 
ing a man than to have his life 
planned for him by someone else. 
There is no surer way of ruining a 
nation than for government to plan 
for the lives and activities of the 
people—for a nation can be no 
greater than are its people. The 
advocates of economic planning 
might well consider some examples 
from the history of ancient times. 
“A Chinese writer on Confucius 
describes price-fixing and manipu- 
lation of supply and demand, as 
early as the fifth century B.C. In 
the city where he lived, every shop 
had a superintendent and rigidly 
fixed prices. For every twenty 
shops there was a master of mer- 
chants, to fix prices. It was de- 
creed that even when there was 
crop failure and famine, grain 
should still be sold at the same 
prices that normally prevailed. The 








CONFIDENCE 








—Stock market values increased 
seven billion dollars in the 
month of June. 

—Quite a tidy increase in the 
wealth of the nation. 

—And strikingly indicative of the 
influence of Confidence in the 
creation ‘of wealth. 

—For Wealth, in many ways, is 
<and more nor less than a state 
of mind 

—If you have a house for sale that 

hvac wants, that house has 
ceticialile wealth value. 

—Whereas a house that one or more 
people may want, can have an in- 
creasing wealth value. 

—Confidence opens the Nation's 
purse strings, causes people to 
want more things, and creates 
real wealth. 

—Let's hope—and plan—that the 
spirit of Confidence now on the 
rise, will assume greater and more 
lasting proportions. 


Sect 6 THe 


President 





scheme necessitated an army of of- 
ficials, inspectors, overseers and 
other functionaries—just as eco- 
nomic planning has multiplied our 
public officials. An auditor of 
price was required to see that mer- 
chants adhered to government-fixed 
prices, but the government itself 
tried to control supplies by raising 
or lowering prices. A government 
bank was cet up, quite similar to 
some of our recent financial agen- 
cies, to buy up surpluses and hold 
them until they could be fed out at 
the prices fixed by the govern- 
ment. Because of the impossibility 
of administering such a program, 
the police became an important 
part of the marketing system. The 
gate to the market place was 
guarded by two policemen with 
whips and halberds. For every two 
shops a policeman was on guard, 
and over each ten shops was a cap- 
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tain of police. Finally, a detective 
was assigned for every five shops to 
spy on all the others. The story 

resultant riots, demoralization 
and suffering is too long to recount; 
anyhow, whether as a means to keep 
prices reasonable or to prevent 
famine, the scheme completely 
failed.” 


* * * 


eVOE STERN, president of the 
U. S. Shoe Corporation, sailed for 
Europe on the 23rd, due back in 
ten days—but carried with him two 
satisfactions: (1) That 3200 em- 
ployees had enjoyed a full week’s 
vacation with pay July 4 to 9. (2) 
That orders for Fall are substan- 
tially ahead of a year ago and as- 
sure their plants of eleven weeks 
cutting at the rate of 11,269 pairs 
per day, of “Red Cross” shoes. 
“Gold Cross” shoes for England are 
made in London and Kendal and 
are next to be made in Holland and 
Belgium by manufacturers there. 








SPORTS suit colors for Fall and 
Winter (in the battie against 
black) ! 

Twelve animated colors in wool- 
ens, highlighting the sports motif, 
have been issued by the Textile 
Color Card Association. These 
spirited shades will have new mer- 
chandising appeal for the “foot- 
ball” season, as applied to women’s 
sports coats and suits, dresses, knit- 
wear, millinery and various ac- 
cessories. 

Four smart colors comprising 
HONEYTONE, a rich yellowish 
beige, AMBER BROWN, light and 
golden in cast, BURNT WHEAT, 
a lively burnished shade and RUS- 
TAN, a glowing light copper. 

Four sprightly hues suggesting 
the cruise and travel theme are 
SIERRA GREEN, a fresh mossy 
tone, ALOHA ROSE, a brilliant 
tropical shade in the American 


beauty range, BLULAKE, half blue 
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and half green, and DESERT 
GOLD, a light gleaming tone. 
Dramatizing the “football” theme 
are four gay colors appropriately 
called VARSITY PURPLE, CHEER 
BLUE, CAMPUS GREEN and 
RALLY RED. In addition to their 
use for sportswear, these bright 
tones provide new combining 


shades with darker basic colors. 
* & # 


**FOR many it has been a good 
white season,” said H. C. Freeman 
of the Freeman Shoe Corporation, 
Beloit, Wisconsin. “Our record for 
whites this year equals that of last 
year. We didn’t get as many re- 
orders but the total of make-ups 
came in early. Aside from that 
awfully hot Summer two years or 
so ago, when demands for whites 
was very big, we have made one of 
our best records in whites this sea- 
son.” 
* * * 

LL. W. GORDON, sales represen- 
tative of the Arrow Shoe Co., on 
an extended country-wide trip, ob- 
served : 

“Business troubles from an eco- 
nomic angle would be about over if 
the East would take the viewpoint 
of the West. The Eastern attitude 
is that if business is 10 per cent 
off, then the world is coming to an 
end. While the retailers on the 
Pacific Coast feel that such a sales 
condition calls for greater effort 
during the rest of the year in order 
to make a gain. They just whip 
conditions by their own efforts. 

“It is interesting to see the way 
the blues are shaping up for early 
Fall selling. There ‘will be a 
definite sale for blues this Fall in 
many materials. - We are looking 
for the alligators in softies to fol- 
low suedes for the second run of 
Fall selling. Browns will be tops, 


while the wines will be good.” 


NORMAN ADAMS, general man- 
ager of Fred Reuping Leather Com- 
pany, up at Fond du Lac, Wis., says 
the hide and leather market is “in 
a strong statistical position,” which 
means in your language and mine 
that leather is advancing and will 
advance further in price. All basic 
commodities advanced during the 
past three weeks, evidently laying 


the ground work for a rising mar- 
ket over the months ahead; and it 
is on a rising market that Mr. and 
Mrs. America get their prosperity. 


X ee, HKAXKY =e 4 
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THE REAL SALESMAN 


THE elevator boy, I’d say, it more 
than worth his daily pay. 

When others in the store go sour 
and drive out people hour on 
hour, 

That rascal’s smile is blithe and 
kind, he’s in a cheerful state of 
mind. 

The buyer and the boss may frown 
when costs go up or rain comes 
down, 

The salesmen ‘may all take the blues 
when sale drop off on socks and 
shoes, 

But that bright fellow in the cage 
still smiles and earns his daily 
wage! 

Yes, often those up at the top may 
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mope, and growl, and fail and 
flop, 

They may with long and solemn 
face drive men and women from 
the place, 

But that young fellow there, | know, 
holds customers who long to go! 

—J. Edw. Tufft. 


* * * 


EBRUCE CROMPTON, sales man- 
ager of H. C. Godman & Co., looked 
back retrocpectively to three years 
ago when he was called in from the 
road by president Fred Miller to 
“take over” sales and his first prob- 
lem—the disposition of 87,000 
pairs of white shoes on hand July 
17! On July 17, 1938—only 3000 
pairs on hand—merchandising man- 
agement did it! Last year his set 
up was functioning so well that one 
group of stores took 1,446,000 pairs 
of black and brown kid shoes on 
fourteen patterns. On one pattern, 
a nurse’s shoe, total sales for ’37 
ran just over the million pair mark. 

When Bruce was packing a grip 
out in Minnesota and the Dakotas 
eight years ago, covering the wide 
open ¢ paces, he set his mark to sell 
a dozen pairs for every mile cov- 
ered—and did it. He has been 
with Godman since 1920. 






















































































"| just want to see how they feel walking upstairs!" 






































M-G-M’s Ziegfeld girls use the Rol-A-Vibrator as a 

stimulant to induce vibratory action in the lower parts 

of the body. Passing the feet over the rollers is ex- 

tremely effective in setting up stimulating action in 
the feet and legs. 


BREPEAT shoe business, in the final analysis, is only 
good will. And, repeat business comes only from satis- 
factorily fitted shoes. 

Many men, women and children who would be satis- 
fied with their original purchases are turned into 
shoppers and swappers through poorly fitted shoes. A 
percentage of these poorly fitted shoes are brought 
about by operators who demand “good books” from 
their salespeople and from shoe store managements 
who do not have the courage to tell a person frankly 
that they do not have the proper size. It must be 
stated, however, that more and more good shoe re- 
tailers are using every possible effort to fit correctly, 
and tell their trade in effect: “We will sell you any 
style, any color and any pattern that you may choose, 


but we reserve the right to say what size you will wear 


in our shoes.” 

The height of the heel has very little to do with foot 
ailments, unless one goes to the extreme high types. A 
flat-heeled shoe is not a sufficient basis for curing foot 
troubles. There is ONE basis for such work, and that is 
a properly fitted shoe which permits the foot to func- 
tion as it should, one which stimulates the blood circu- 
lation in the foot and does not retard the circulation. 

It is well known that the blood carries oxygen to all 
parts of the body and takes away waste materials, so 
when the waste material removal is blocked through 
poor circulation in a small area such as the foot, con- 
gestion arises which in turn causes pain. Many ail- 
ments come from retarded blood circulation in the feet. 
That is why so much attention is now being paid to 
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HOW 
FOOT .EXERCISES 
KEEP 
FEET YOUNG 


“The Healthy Foot is the Beautiful Foot” 
—and Also the Foot Which is Easy to Fit— 
Retailers Should Teach Foot Hygiene to 
Their Customers in Order to Facilitate the 
Job of Fitting—How Dr. William Saklad, at 
His Foot Clinic in Los Angeles, Employs 
Various Appliances to Stimulate Circulation. 


methods of inducing the proper circulation of the 
blood in the feet. 

Foot exercise is one method which is being used 
more and more to overcome retarded circulation in the 
foot. It is exceedingly important to foot health. Proper 





Bonnie Bannon and Joan Mitchell, show girls in 

M-G-M’s “Broadway Melody of 1938,” demonstrate the 

Roll-A-Tor, an innovation in weight control apparatus 
which vibrates excess poundage away. 
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exercise, which stimulates the flow of blood through 
the foot, will do much to elimmate many common dis- 
abilities, such as weak feet, varicose veins, inflamma- 
tion, injury to nails, bunions, and poor posture. 

At the Dr. William G. Saklad foot clinic, in Los 
Angeles, foot treatments and foot exercises are given to 
stimulate circulation in the feet, and thus through the 
entire body, so as to eliminate the cause of disability. 
The clinic is equipped with contrivances designed to 
correct as well as to prevent foot ills. A thorough ex- 
amination on the Mirro-Fluoroscope (see illustration) 
is a preliminary to the treatment of every patient. From 
this examination, enough information is available for 


The Mirro-Fluoroscope is adaptable for retail 

shoe store use to good advantage, as there is no 

need to remove the stocking to observe the con- 

dition of the foot. A shoe fitter can see both 

the top and the bottom of the foot at the same 
time. 


the prescribing of exercises which will eliminate any 
distortions which may exist. 
The Rol-a-Foot is used as an exerciser and massager 
of the feet. Use of the Rol-a-Foot causes stimulation of 
the blood supply and a general toning up of muscles. 
The Rol-A-Tor is used to strengthen the lower part of 
leg, ankle and foot, to restore hindered circulation, and 
to strengthen the arches of the foot. The Rol-A-Vibra- 
tor is used to stimulate the lower parts of the body, 
setting up vibratory aciion in the feet which passes 
through the legs and thighs. The Rol-A-Tread is used 
as a vibrator for strenthening the leg and thigh muscles 
and to give body action equivalent to that obtained by 


The Rol-A-Foot, used to massage the foot, is ex- 
tremely effective when in this position in aiding fallen 
metatarsal arches and in preventing nerve ailments. 


walking a mile before breakfast. The Rol-A-Trapeze 
is a combination of all of the exercisers in one. It 

stimulates the blood supply in the entire body. 
In addition to regular exercise on these machines, 
[TURN TO PAGE 27, PLEASE} 


The Rol-A-Foot can be used in the above posi: 

tion to streygthen the longitudinal arches in 

addition to stimulating the circulation and act- 
ing as a general toner for slack muscles. 
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H. B. Wilbert, display manager of Coward stores in New York, believes in controlling his illumination. Using a 
new design bulb that acts as either a spotlight or diffuser, he increased the effectiveness of this window and 
reduced wattage consumed from 4600 to 3300 watts, thereby making a substantial saving in his annual lighting costs. 


DRAMATIC LIGHTING 
SELLS MORE PAIRS 


L ighting Expert and Display Architect Stanley 

McCandless Tells How Better Effects May Be 

Obtained with Lower Wattage by Concentrating 
Window Illumination on the Merchandise. 


An Interview by GEORGE HERRICK 


A LOT of things have been happening to show win- 
dows. Display men have been stealing the dramatic 
thunder of the stage with theatrical spots, strips and 
other equipment. It’s called accented lighting and the 
idea is spreading from glamorous evening gown and 
fur coat displays to other merchandise. 

A few of the more conservative lighting engineers 
suggest that dramatizing with light is restricted to large 
merchandise and isn’t so important for shoes. 

“It’s either good in principle for everything, or it 
is of no value at all,” is the response of the advocates 
of display drama with light. 

“Shoes are poor subjects for accented lighting,” 
insists the conservative group. “They are too small, 
too numerous and too nearly of the same shade.” 

“We'll dramatize anything from a mousetrap to a 
battleship,” says the new school of illuminating con- 
sultants. “We’ve only just started to dramatize the win- 


dows of the country. It is ridiculous to begin and end 
with an evening gown and a fur coat!” 

With complete lack of interest in the dramatic possi-: 
bilities of mousetraps and battleships, a representative 
of Boot AND SHOE RECORDER was dispatched to inter- 
view Stanley McCandless. He is among the foremost 
lighting authorities advocating drama in the window 
by accenied lighting. Associate professor of lighting at 
Yale University, he has taught for 12 years, following 
several years architectural practice. Recently he has 
been illumination consultant for department and other 
retail stores. 

Stanley McCandless sees light as a plastic medium, 
rather than mere general illumination. He views a 
display window, properly illuminated, as a good com- 
position in which light is an integral part. 

“Too many shoe store displays,” says Mr. McCand- 
less, “suffer from over illumination of backgrounds 
and too little concentration of light on the merchandise. 
It is true,” he continues, “that shoes are objects of 
about the same size with little variety in form or color. 
but that is still no excuse for over-stress of back- 
grounds.” 

Because of this, Mr. McCandless sees the need for 
much more careful arrangement of shoes in contrast to 
larger merchandise, which often automatically forms 
into the composition of a good display. 

Mr. McCandless pointed out that current adoption 
of stage lighting for store windows is not a radical 
departure. Border lights in use in store windows today 
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were appropriated years ago from the theater. Both 
the theater and the merchant have something to drama- 
tize, Mr. McCandless remarks. What more natural, 
then, than to use stage appliances scaled down to 
proper size for the window. 

“The theater,” Mr. McCandless points out, “has 
passed through the era of tens of thousands of watts 
of general illumination on the stage. The retail store is 
apparently just emerging from it. Instead of 5,000 
watts or more in a window, much less light will be more 
effective if properly directed.” 

Rather than the usual borders of reflectors, furnish 
ing up to as much as 200 foot candles of general lighi 
on a group of shoes, Mr. McCandless lists a few units 
of lighting equipment for accenting parts of the display. 
The borders, he suggests, as strips on three circuits and 
equipped with colors. These should be set up to pro- 
vide up to 10 foot candles of general light, sufficient 
for everything in the window to be seen clearly. 
“Around the window,” he continues, “there should be 
at least 12, and preferably more, convenience outlets 
for plugging in portable lighting units.” 

For equipment, he suggests two or more Fresnel 


type or step-lens spotlights. These are the most widely 
used of the equipment for dramatizing window displays. 
In addition, however, there is the ellipsoidal reflector 
unit, also illustrated, for which there are many effective 
and unusual uses. Another addition that might be 
made is one or more portable strips of lights (certain 
makers call them “footlights”). An alternative to these 
is the “knock-out conduit” which can be made to carry 
any number of sockets for uncovered lights and be 
moved about as needed. 

With these units of equipment, a wide variety of 
dramatic accenting with light may be done if the dis- 
play man has a sense of good composition. The step- 
lens spot furnishes a soft edge circle that is not sharply 
defined as in the ellipsoidal reflector. The ellipsoidal 
spot can be regulated to deliver a sharply focused circle, 
oval or square on a particular group of merchandise. 
For the smaller shoe store, however, it could scarcely 
be list-d as essential, unless the proprietor wishes to 
continually vary his effects. The strip lights (either of 
the footlight variety or in a length of conduit) are only 
just beginning to be used in window displays. Mr. 

[TURN TO PAGE 27, PLEASE] 


A well-illuminated Kitty Kelly store in New York which is an excellent example of good general illumination of 
a shoe display without special accenting of any particular group. 
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THE Sador's ly 


What Priee Poliey for Fall? 


ET must be obvious to every thinking individual that 
no single plan, proposal or program can turn our dis- 
turbed economic world into one that will be orderly, 
progressive and profitable. In other words, we have 
got to make the most of it, in its upset condition. 

Certainly no one predicted or planned this cockeyed 
merchandising Summer—blowing hot and cold eco- 
nomically, with constant obligato of pattering rain. In 
a changing world, under such changing conditions, the 
important thing is adaptability and flexibility. 

Soon should come a better and busier time for the 
small, swift and solvent shoe store. Those merchants 
who have operated their business with a number of 
prices at retail have profited more in clearance selling 
than the one-price operators. When the tickets in the 
window, in regular season, are at even prices—a change 
to odd prices is an outward symbol of a reduction. 

When the merchant in clearance advertises prices 
$2.95, $3.60, $4.85, $5.85, etc., the customer is put to it 
in trying to remember the amount of drop in prices 
per grade. The merchant therefore has an opportunity 
to clear some shoes with deep cuts because they are 
shoes that he wants to get rid of most—while on the 
classic shoes of the store, he could get fair clearance 
price that covers not only cost but operating expenses 
as well. 

Not so the operator of a fixed price store. His drop 
from $3.98 to $2.98 is a terrible slash in mark-down, 
net income—and may result in red ink losses for the 
entire season. 

The important thing this week is—What price foot- 
wear for Fall? Is it to be a season for a low-price 
approach or a price-maintenance approach? There are 
several important reactions to the problem of Fall 
pricing. Will the big chains go back to the price levels 
of last March or will they drift on through the 
months of August and September with a sort of split 
price policy—to see which way the wind is blowing? 

The major nationally-advertised lines are expected 
to follow custom, returning to the levels of yore. 

The merchant with shoes of his own make-up is in 
a flexible position to price his wares as customer de- 
mand indicates. 

The important thing for all divisions of the trade 
to consider is—“How can I hold my customers?” 

Shoemen might well say—“We are not in business 
for our health. We will set our prices as high as the 
traffic will bear for we need ample profit margins to 
recoup for the adverse situation of the past months.” 







By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


If better promotion, better service and better selling 
can bring better business—well and good—but the 
important thing is to see that the stream of customers 
doesn’t dry up, stagnate or decline. 

Some merchants will reason that further price re- 
duction is impossible and that the possibility of general 
economic progress should justify a better price than 
that on dark shoes at the end of the Spring season. 

Very important decisions must be made in the next 
few weeks, and each view contains a measure of trouble 
as well as truth. No business can stand still. It moves 
forward or backward and the movement is the result 
of the decisions of management and is worthy of deep 
consideration. 

There is no common practice on Fall pricing that we 
can report—and it looks as though it is up to every 
business to measure its own methods and to price-line 
carefully. Again, we believe the store with a number of 
prices is in a better position for maneuvering than the 
store with one. The one-price has got to be right, 
economic and interesting and the varied price can carry 
with it thrills of fashion or the compensations of 
comfort. The store that can get both in the same pair 
is a miracle worker and deserving of a high profit per 
pair or a high profit through volume. 

Once again may we stress that routine thinking is 
dangerous. The right idea for operation is almost 
priceless. When a buyer gets a thrill over a single 
pattern or color, there are advantages in the stimula- 
tion of interests of clerks and customers; but this is 
one time when one pattern won’t make a season. 

Wild ideas in promotion, window display and sales 
are so easy to run, providing they come out of the boss’ 
head, but a good idea must be the result of a logical 
conclusion. It is amazing what a small number of real 
selling ideas come out of apparently capable minds. 
Too often the man in authority thinks that his position 
has given him the only talent to conceive a promotional 
idea. But for the coming Fall, pick a good idea that 
has a logical conclusion—even if the office boy volun- 
teered it. The way to get a good idea is to put yourself 
in the situation—and then keep your mind on it until 
you find a natural and logical conclusion. The reason 
we stress “logical conclusion” is that it is the only one 
bringing money to point of sale—the fitting stool. 
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ARE FAST SELLERS | 


Unless your purchases are so large 


that you buy all your novelty shoe 


ite lines to re- 


more profit- 


Lo! = Veluet Stop Patterns 
They're as smart as any you will see! at $5 and $630 


elev Branch of International Shoe Co. ST. LOUIS 
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The 
RECORDER 


Candid Commentator 


At the New Yerk Shee Travelers’ Outing 


Top: Refreshments at the ninth 

hole. Needless to say, this little 

house was a busy place during 
the tournament. 


Right: Charlie Havranck, secre- 
tary of the association. The out- 
ing doesn’t become official until 
Charlie dons his (in) famous hat. 


Left: Harold Callahan and Tom 

England, president of the Boot 

& Shoe Travelers Association of 
New York. 





Harry Goodsight, Bob Emmett, Henry Dalton and Herman 
Schaffer. 


Wally Butterworth, Ben Jayne, Bill Butterworth and Lou 
Friedman. 





i i , visit Ray Hutchmacher, Tom Meath, Mervin Lyons and Charlie 
Onlookers included Lou Tuffly and Mike Murphy, visitors Rey eG. a Ee belie cee coed the perme 


¢ Mr. McAdoo, Todd Frank, 
a "Stent Son od Fred Pike. pia. nent holder of the BOOT and SHOE RECORDER Cup. 
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‘FIRST OF THE 


WEIR STEWART 


Treasurer, Marshall, Meadows & Stewart, Auburn, 
N. Y., and Chairman of the National Shoe Fair 


Committee. 


LEADING a stellar series of world fairs, naiional 
expositions and industrial meetings, the NATIONAL 
SHOE FAIR becomes, on January 3, 4, 5, 6, “First 
of the Fairs in 1939.” It means an early start for the 
shoe industry, when merchant and manufacturer gather 
at the Hotel Stevens in Chicago, starting on a Tuesday, 
January 3, and continuing through Friday, January 
6, 1939. The dates are new, so note them particularly. 

The year is a “Fair” year, so the public has a con- 
sciousness of showmanship. The world has been 
invited to two great American Fairs in 1939—The 
New York World’s Fair and the 1939 Golden Gate 
International Exposition in San Francisco. Styling of 
shoes and the promotional selling of shoes are bound 
to be affected by these two great events. The theme 
songs of each will be used in windows and in adver- 
tising. Shoe men everywhere are looking for every 
possible clue to new promotional advantages in shoe 
style and shoe selling. 

In Chicago at the NATIONAL SHOE FAIR, Amer- 
ica’s representative manufacturers will offer new shoe 
designs, leather treatments, lasts, promotions and fran- 


SHOE SHOWING 
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FAIRS?’ IN °39 
TO BE 


AT CHICAGO 


Chairman Weir Siceae of Joint National 
Shoe Fair Committee, Extends Invitation 
and Welcome to the Entire Industry, Sound- 
ing a Slogan for Chicago Exhibition in the 
Words of Steinmetz “Co-operation is no 


longer Sentiment but Economic Necessity.” 


chises for the consideration of the thousands of retailers 
attending. To the merchants’ benefit too, a studied pro- 
gram of convention events will offer a selection in new 
and effective merchandising ideas. 

In 1938 more than 12,000 shoe men visited Chicago 
to consider shoes on display in 1,000 rooms—and the 
coming show should be correspondingly successful. 

Great events can best be interpreted in terms of 
individual advantage—and these advantages are appar- 
ent to regular convention-ers. To the indusiry, however, 
the National Shoe Fair dominates as the great annual 
occasion that signifies progress and preparation for 
profit in 1939. 

As plans and preparatory activities commence, Chair- 
man Weir Stuart (treasurer, Marshall, Meadows & 
Stewart, Inc., Auburn, New York), makes a statement 
of official welcome to shoe men everywhere. 

“Looking forward to the National Shoe Fair of 
1939,” says Mr. Stewart, “it becomes increasingly 
evident that the ‘way out’ lies along the path of mutual 
helpfulness. Just as we have a vicious cycle leading 
into the valley, so we also have a virtuous one leading 
up and out. Orders are placed, the wheels turn and 
buying power results. 

“The economic foundation of the shoe industry is 
sound. Its product and service are a basic necessity in 
American life. It is an appropriate and timely thing 
for such a substantial industry to point the way by 
setting aside the first week of the New Year for the 
presentation of the art, craftsmanship and fashion 

[TURN TO PAGE 48, PLEASE] 
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How Foot Exercises 
Keep Feet Young 


[CONTINUED FROM PAGE 17] 


massaging the feet with a cream is 
recommended to render the skin soft 
and smooth and to stimulate circula- 
tion even further. Proper exercise will 
give the body vigor and vitality, be- 
sides strengthening and toning up 
muscles. This reacts on the face, giv- 
ing to the skin added firmness and a 
fine healthy glow. 

Shoes should be changed at least 
twice a day, and stockings once a day, 
according to Dr. Saklad. Corns should 
not be touched by anyone who is not 
an expert. Proper care of toe nails is 
facilitated by cutting the nails straight 
across, and is the safest and surest 
way of preventing ingrown toe nails. 
Often, so-called ingrown toe nails are 
nothing more than dead tissue piled up 
in the nail grooves. To prevent this, a 
stiff nail brush, heavily soaped, and 
massaged briskly forward, back and 
sideways on the nail toward the cuticle 
is effective. It will clean the nail 
groove, and will help tone up the circu- 
lation in the nail bed itself. Brushing 
in connection with a daily foot bath 
should be a regular part of foot 
hygiene. It can be followed by a brisk 
alcohol rub. 

It is a recognized fact that the 
healthy foot is the foot which is easy 
to fit. Regular exercise, and care of 
the feet such as that described above 
are of great importance to the retailer. 
They facilitate proper fitting of shoes. 
Remember those 400,000,000 pairs of 
shoes which are bought annually in 
these United States; then ponder on 
the vast number that are brought back 
—and what’s worse, worn when they 
are not properly fitted. It is evident, 
then, that emphasizing foot care is 
important to the retailer who wants 
to do a good job of fitting. 


Dramatic Lighting 


[CONTINUED FROM PAGE 21] 


McCandless is among the lighting con- 
sultants who have begun to adopt them. 
The strips of footlights range up to 7 
ft. 6 in. in length and may be concealed 
behind merchandise to cast light up- 
ward on the background or used, as 
theatrical footlights, in the front of the 
window. To such equipment as this, Mr. 
McCandless recommends addition of 
dimmers and a switch panel controlling 
at least three circuits of lights on the 
general illumniation and convenience 
outlets. 

A simple layout of spotlights (prin- 
‘cipally step-lens units), he points out, 
may cost as little as $100. A complete- 
ly flexible set-up may cost upward of 
$300. The latter, however, may be 
moved from one window to another, or 
divided between two windows, for cer- 
tain display effects. 

“Using light as a plastic medium,” 
warns Mr. McCandless, “is not a mere 
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2975 Brown British Grain 


Natural Plantation Ribbed Crepe Sole and Heel. , 
A 8-12, B 7-12, Cc 6-12, D 6-12 oeeee ef ee © @& @ 3.25 


Also available with leather sole and heel in Chestnut Brown 
Waterproofed and Natural Buff Saddle. 





mechanical process. An electrician and 
a few tools will not solve the problems 
of dramatized display. A lighting con- 
sultant can establish basic set-up and 
instruct display man or proprietor how 
to use it, but proficiency requires ex- 
perience and some aptitude.” 


Sponsor Joint Picnic 


DETROIT, MicH.—Michigan Shoe 
Travelers’ Club and the Detroit Retail 
Shoe Dealers’ Association are jointly 
sponsoring a picnic and all day celebra- 
tion to be held at the Jack Cowan Farm 
on August 21. Invitations are being ex- 
tended to everyone connected with the 


shoe business to come out and bring 
their families. Many guests from out 
of town are expected. 

Mr. Cowan is a well known civic of- 
ficial in Detroit, and a friend of leaders 
of the shoe industry here. Races, 
special events, indoor baseball, games 
for the youngsters and a general good 
time are all on the program for the day. 

Directions for reaching the Cowan 
Farm are: Follow Warren Avenue 
nineteen miles out (west of Woodward 
Avenue) to the end of the road, and 
turn left on Cowan Road. Signs will 
be posted from there on, indicating the 
short route to the Farm, so that no 
one can miss it. 








Strauss Says:— 


NICE COOL GOING! 


These TAN and WHITE 
“Wing tips"... are just what 
a lot of men want between 
themselves... and the 

warm earth. 


Good bootmaking... 
clear-cut detailing. 

Fresh and fine and new. 
Priced at this figure because 
people look for excess 
values...when Strauss invites 
them to 


“come and get it." 


*4.95 
L STRAUSS & C0., ime: THE MAN'S STORE 











Attractive illustration of sport shoe, 

done in crayon effect, gets attention 

for this ad by L. Strauss & Co., Indianap- 
olis. 


BREALIZING that their best chance 
of accelerating the pace of Summer 
men’s shoe business is through the 
promotion of spori types, now at the 
peak of their seasonal demand, most 
men’s shoe retailers are concentrating 
their advertising this month on the 
various classes of spectator and active 
sports footwear, as well as upon out- 
door shoes of every description. Illus- 
trations on this page show typical 
men’s shoe ads of the character that 
reflect the general trend of Summer 
men’s shoe publicity appearing in 
newspapers the couniry over. 

As will readily be seen, pictures of 
the shoes play a very important part 
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Ads Stress Summer 


Sport. Shoe 


Types 


Attractive Mlustrations Play Important Part in Sum- 
mer Men’s Shoe Advertising—Varied Styles of Shoe 
Drawings and Interesting Copy Angles. 


in these advertisements. Primarily 
they are style ads, and in selling style 
the obvious method is to show the cus- 
tomer what the shoes look like. Vari- 
ous illustrative media have been used; 
the picture in the ad of L. Strauss & 
Co., Inc., for example, is a crayon 
effect, done on rough board, which 
brings out the highlighis and shadows. 
It gives a sketchy illustration of the 
shoe that is different from the ordi- 
nary run of newspaper advertising 
illustrations, atiracts attention because 
it is different and has a free-hand ap- 
pearance that is very pleasing. 
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Natural tan, all white, two-tone tan 
Street Floor 
ALSO WOMEN’S SIZES 
In Natural or Color Combinations. 
New Fashion Fleer 
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Unusual illustrative treatment with 

Ben Day on line drawing of shoe 

proves effective as used here by Roths- 
child’s, Kansas City. 
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A Dynamic Sale Event fer July... Reduced! 
Balleck's Stere fer Men's Entire Steck of 


SPORTS SHOES 


Bullock's Store for Men has taken its entire stock of Sports Shoes. the 
smartest Summer models, and greatly reduced the prices. White 
Buckskins. Grey and Brown Buckskins, combinations and straight 
and wing tip models are included in this large selection. 


© Stacy Adams Quality Sooes Now SILBS 


© Bullock's Hand Welted Models $20.45 











An interesting and well designed 

advertisement by Bullock’s Los 

Angeles, announcing a sale of 
men’s sport shoes. 


The advertisement by Roithschild’s 
of Kansas City represents another kind 
of treatment in which a one-way Ben 
Day has been laid on a line drawing 
tu give a half tone effect on the shoz. 
Drawings suggesting the use and oc. 
casion appear in white on a solid 
black background. This ad features a 
woven sport oxford and calls it “swell 
for that foot-loose and fancy-free feel- 
ing ... wheiher you’re bound by four 
walls of an office . . . traveling or just 
playing! Gi-Tano, an original design. 
features exclusively the combination 
of hand-woven leather strippings with 
crepe sole and heel. Natural tan, all- 
white, two-tone tan; also women’s 


in natural or color combina 
9 


sizes 
tions.’ 
[TURN TO PAGE 42, PLEASE] 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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Sales of Independent Shoe Stores in June 
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i i time in 14 years, according to the Wilshire District by Mandell’s of Los 
y agenmentts exigent cnet Angeles. This will be the third ou'- 
MILWAUKEE, WIS.—Milwaukee busi- June credit buying also topped that standing shoe store in the city now 
ness pulled out of a seven month of May and was only 4.7 per cent be- operated by this firm. At the present 
slump in June by registering the first hind that of a year ago. The Associa- time, Mandell’s operates two smaller 
substantial gains since last October, tion of Commerce credit bureau issued shoe stores on Hollywood Boulevard 
according to figures of the research 12,004 reports in June, 11,692 in May under different names. These stores 
bureau of the Milwaukee Association and 12,602 in June, 1937. are to be closed and all efforts will be 
po aenge-cal topped . —_—— spent on the present three-store set-up. 
p ay in every The new store is to be opened abou' 
key index, including bank transactions, Mandell’s Opens New Branch August 1. It will be the not shoe store 
department store sales, credit buying | Los ANGELES, CALIF—A beautiful to be opened in this section, as each 
and building permits. Retail buying in new shoe salen is to be opened in the block now has its quota of at least one 
June increased over May for the first “Miracle Mile” section of the famed shoe store. 4 
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How Sales Are Lost 
By Ann David 


1—Distinterested Salesman 


A customer entered the shoe department of one of 
the largest stores in the city. The department was 
moderately busy, but not exceptionally so. It was not 
the rush hour, nor was it the rush season. 

The customer waited. Not being approached at 
once, she took a seat. At length her efforts to catch 
the eye of someone who could wait on her were suc- 
cessful; the floor manager spoke to a salesman who 
approached leisurely. 

“Can I help you?” he asked disinterestedly, his eye 
following the progress of a sale nearby. 

“Yes, please. I'd like a pair of brown shoes.” 

“Anything special?” His interest was still with the 
neighboring sale. 

“Someihing with a spectator heel, I think,” was the 
reply. 

“I have nothing you'd like,” 
torily. 

“Have you nothing in a brown shoe? I need them 


he answered perfunc- 


quite badly.” 

“I can’t fit you in anything,” was the discouraging 
answer. The salesman was moving away. 

“But you haven’t even asked my size—and you 
haven’t measured my foot. How do you know you 
can’t fit me?” 

“T have nothing but short vamps—and you wouldn’t 
. want those,” moving still further. 

“Just a moment, please.” The customer was losing 
her temper. “Do you mean that there isn’t a brown 
shoe in this department that will fit me? Have you 
another department where they can show me some- 
thing?” 

“Well—you might try the cheaper department—but 
I don’t think they’d be able to help you,” she was told. 

“But—-,” but the salesman was already out of earshot. 

Exaggerated as this may sound, every word of it is 
true. The salesman was disinterested throughout the 
entire five minutes he spent with the customer. He did 
not measure her foot, he did not even ask her size. 
Worse, by his statement that he could not fit her, he 
placed the customer in the ‘humiliating position of 
feeling that she wanted the impossible. (Note: she 
wears a size which is stocked by every shoe depart- 
ment.) He made no effort to prove to the customer the 
many claims of special service, large stocks, fashionable 
merchandise advertised by this store, which has always 
congratulated itself on the belief that, “If you can’t 
find it anywhere else, you'll find it at Blank’s,” was on 
the lips of the many thousands who came within shop- 
ping radius. The salesman made an enemy for the 
store out of a person who was ready to be a friend 
and a regular customer. 

A little interest, a sincere effort to help the cus- 
tomer would have resulted in a sale—and very likely, 
in another regular customer for the department. The 
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actual result—due entirely to the lack of action on the 
part of the salesman—was to give the sale to Blank’s 
competitor across the street. 


II—“They Don’t Make Them” 


Nothing is more irriiating to a customer than the 
attitude on the part of the salesman which hints that 
she is asking the impossible. Not very long ago I was 
in the market for a pair of shoes, preferably pumps, 
with a fairly high built-up leather heel. I had seen 
exactly what I wanted. Boot anp SHOE RECORDER had 
just reccntly illustrated a number of shoes for one 
of its fashion articles—and several of the manufactur- 
ers’ samples had been of this type. 

When I went shopping for them, I found myself 
faced by a blank wall. In one of the larger women’s 
specialty shops with two adequate shoe departments, I 
was met with a blank look on the part of the salesman. 
“Built-up leather heel? I don’t know—I’ll see what 
we have.” And he brought out a pair of pumps with 
an extremely high covered heel. 

Since I was not satisfied wiih these, the salesman 
expressed his doubt as to the availability of leather 
heels, and volunteered to call the assistant buyer, who 
informed me, definiiely and promptly, that heels of the 
style and type wanted were no longer being made, and 
that, consequently, the department did not stock them. 

[TURN TO PAGE 34, PLEASE] 








4 DID you get the orders 
for football shoes from 
your local schools that main- 
tain teams? Why not? Some- 
one gets that profitable busi- 
ness every year. There is still 
time if you go after it! And 
who is going to get local busi- 
ness? It is largely a question 
of going after it persuasively. 


WHEN you change your 
windows today, arrange 
one big display of vacation 
footwear to catch the atten- 
tion of those who are getting 
ready. for mid-August vaca. 
tions. Another window sure to 
get attention will be one fea- 
turing the new hosiery shades 
and any Fall footwear styles 
you may have. 


1 RUN another vacation 

ad today headed "Smart 
Footwear for Mid-August Va- 
cations," or something of the 
sort. In the ad feature the fact 
that you have some advance 
Fall styles for folks who wish 
to be up-to-the-minute at smart 
vacation resorts. Feature ho- 
siery in your ad, too. 
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The Shoe Store 


Good Shoes Deserve Good Sales Promotion 


1 TODAY you begin a new 
month and a new week. 
August is an important month 
too. It is the time to com- 
plete your plans for Fall. | It 
is the time to start going after 
that advance Fall business that 
is so profitable. It is a PROF- 
ITABLE month—if you work! 


MANY vacations begin 

the middle of August so 
today's ad for Saturday sell- 
ing should feature vacation 
footwear. And if any of your 
new styles have arrived play 
these up in the ad as “Advance 
Fall Styles." A good women's 
hosiery special will no doubt 
help draw Saturday shoppers 
in, too. 


9 THIS would be a good 
time to get your mailing 
list ready for the Fall season. 
Check it against the local tele- 
phone book to make sure you 
have the correct addresses. 
Have all of your salespeople 
go over it to see if they can 
add any names. Then plan to 
keep it up-to-date. 


13 DID you sell any addi- 
tional hosiery by having 
salespeople mention the new 
Fall shades to all customers last 
Saturday? Do the same thing 
again today. Remind sales- 
people to keep talking up the 
new Fall a. It will make a 
very favorable impression even 
with those who do not buy. 


9 IF you are going to visit 

your market city this week 
or next, do not forget the sug- 
gestion that was made here 
last month, that you send a 
postal card to your customers 
from the market city. Make 
this the opening gun in your 
Fall drive for business. 


6 HAVE you received the 

new hosiery for Fall? Then 
tell all salespeople to mention 
the new colors to every cus- 
tomer they serve today. You 
will pick up a great many 
“plus” sales and with those 
who do not buy, you will cre- 
ate the favorable impression 
that you have the new things 
first. 


10 THE day for your weekly 

check of stocks. And 
this might be a good time to 
review the form of check sheet 
you use and consider whether 
it could not be improved so 
that the information it provides 
is more usable. Resolve to 
make more use of your stock 
check information this Fall. 








3 YOUR weekly check of 
stocks today should find 
your store in splendid condi- 
tion, with all old styles and 
turn-killers disposed of and 
with a low inventory. You 
should be ready now for the 
new Fall stock that will soon be 
arriving. It might be wise, too, 
to check al your orders. 





1 HERE'S an idea for your 

hosiery department. In- 
stead of an ordinary counter 
or case install a hosiery bar. 
Any fixture house can supply 
you. It will be a novelty that 
will attract attention and you 
will find it will increase your 
sales. If you're not using the 
Hosiery Club idea, consider it 
for Fall. 


15 CONTINUE your vace- 
tion footwear and new 
Fall styles windows this week, 
but freshen them up by rear- 
ranging them and changing 
the display cards. What about 
your interior displays? Have 
you changed them lately? /f 
not, it is probably the time to 
do something to liven them up 
and make the store look inter- 
esting. 
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Calendar For August 


A Working Schedule for Busy Merchants 


16 As a part of your cam- 

paign to get women to 
thinking about Fall, and to 
impress them with the fact that 
you're always first with the new 
things, why not send out a mail- 
ing card today announcing that 
the first of the advance Fall 
footwear styles are now on dis- 
play in your store? 


9 IT is not too early for 
salespeople to suggest 
school shoes for the children 
to every customer today. Have 
you any close-outs to dispose 
of? Use them for window 
leaders today. Get customers 
in the frame of mind where 
they will think of Fall shoes. 


94 CHECK your stocks to- 
day. With so much new 
stock arriving, the -most im- 
portant thing about the weekly 
stock check at this time is to 
get your records accurately set 
up. What does today's check 
show as to sales on early Fall 
styles? Are they all selling fast 
enough? 


1 YOU have no doubt 


been exploiting the new 
Fall hosiery colors long enough 
now so that today's check of 
stocks should give you some in- 
formation as to which shades 
will be early season favorites. 
Now check your goods in or- 
der to see if wanted shades 
are adequately ordered. 


95 IF you want some ideas 
for your advertising of 
Fall footwear, arrange to get 
the Sunday New York papers 
for the next two or three weeks 
and clip the ads. You will ac- 
cumulate quite a file that will 
be of tremendous help to you 


_ in the preparation of your own 


advertising. 


9 YOU will of course con- 

tinue your school shoe 
window this week. In addition 
you should have a very inter- 
esting Fall style window with 
cards suggesting "Be Smart in 
New Fall Shoes for the Labor 
Day Holiday." Some interior 
displays of style footwear with 
similar signs will help. 


18 WHAT about your Fall 

window background and 
trim material. Is it all planned 
and ordered? Will it be in the 
store and ready to install be- 
fore September 1? You had 
better check this carefully now 
and be sure everything is taken 
care of before it is too late. 
Are you planning for National 
Men's Shoe week next month? 


99 HOW about a striking 
window of children's 
footwear today? Let your dis- 
play cards remind parents of 
the need for new school foot- 
wear, and play up your popu- 
lar selling price. If you have 
not had a window of men's 
shoes lately, why not have a 
good one for this week? 


9 YOU will want to fea- 

ture school shoes in to- 
day's ad for Saturday selling. 
Use big space, and make your 
ad interesting. If you do not 
have any good illustrations in 
your own mat service,no doubt 
your newspaper can supply 
them. Have a separate ad 
for women's Fall styles. 


3 YOU will want to send 
out an impressive mail- 
ing on Fall styles very shortly. 
Have you planned what it will 
be? If you do not have a good 
idea, consult your local printer. 
If he is an alert, aggressive 
fellow he can supply you with 
plenty of good suggestions. 


19 WHAT are you going 

to advertise today? An 
interesting ad on new Fall 
styles would be very timely. 
Or, if your local schools open 
early perhaps it is not too 
early for an attention-getting 
ad on school footwear. Big 
space may not be necessary, 
but it's a good time to carry 
ov some advertising for 
Fall. 


9 MANY retailers find it 

a good thing to make 
their stores downtown head- 
quarters for the sale of tickets 
to local football games, box- 
ing matches, hockey games, 
etc. It brings many people in- 
to a store, gives the store much 
publicity at very little cost 
and is bound to bring in busi- 
ness. 


97 TODAY make sure that 
everybody puts selling 
pressure on school shoes but 
remind salespeople that judi- 
cious mention of your new Fall 
styles for women and the new 
hosiery colors will result in a 
lot of sales you would other- 
wise miss. Liven your school 
shoe window up for today. 


31 WIND up the month 

with a careful stock 
check. Then review the figures 
carefully to make sure you are 
ready for September with ade- 
quate stock. Are all your plans 
made for the busy September 
days ahead? Are you ready 
with the stock, the advertising 
planned and the window space 
allotted? 








[34] 


Ded 
LUMN 


FALL SHOES 


Manufacturers, east and west, are receiving 
calls for more and more women’s shoes in 
kid, as retailers throughout the ‘country are 
capitalizing on the swing toward light and 
smooth leathers. And when your supplier 
tells you his shoes are made of SURPASS 
Kid, you'll know he’s giving you the most 
leather for your money. Surpass outside 
stock, suede or smooth, in the uniform, de- 
pendable Surpass BLACK, or in Surpass’s 
popular. Blues, Browns and other stylewise 
colors, gives shoes eye and sales appeal. 
The firm textured, fine grained, leather 
soundness keeps on impressing customers 
by its comfort and wearing qualities. 


URPASS 
KID | 





SURPASS LEATHER CO. 
PHILADELPHIA 
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How Sales Are Lost 


[CONTINUED FROM PAGE 31] 


“But they are being made—I’ve-seen the manu- 
facturers’ samples,” I protested. 

“Not in better shoes and certainly not in the new 
shoes,” he insisted. 

“Would you call Blank’s shoes cheap or a poorer 
grade?” I asked, mentioning the name of one of the 
country’s leading better shoe manufacturers, whose 
samples had been among those photographed. 

“No—but they don’t make such heels,” was the 
definite reply. And he smiled at me indulgently. “You 
mark my words—you won't be able to find a pair of 
shoes like that in any store in the city.” 

“Well—I believe I'll try, anyway,” I remarked. 

Ironically enough—I went upstairs to the other 

shoe department of that same store—and found the 
shoes I wanted, built-up leather heel and all. 
- Which goes to show that there is something radically 
wrong with our system of shoe selling, at any rate, 
with the style information and merchandise training 
of shoe clerks—and assistant buyers, for that matter— 
when they have to cover up their inability to satisfy 
the customer’s wants by the all too pat excuse—“they 
don’t make them.” 


Detecting Counterfeit Currency 


WasHINGTON—An intensive educational program to 
instruct small merchgnts in detecting fake currency has 
been-launched by. the U, S. Secret Service on the theory 
that the counterfeiter will go out of business when 
every person handling money is thoroughly familiar 
with the outstanding characteristics of the country’s 
currency. 

For the past three months, agents of the Secret Ser- 
vice have contacted over 102,000 small business estab- 
lishments, including shoe retailers,.in New York City 
and vicinity in an effort to familiarize merchants with 
the practices employed by counterfeiters and the dif- 
ferences between genuine and bogus money. In addi- 
tion to store-to-store canvasses, evening classes were 
held by Federal agents who reported attendance figures 
at close to 30,000. Large printed charts and personal 
instruction featured these classes which were designed 
to benefit the small merchant—the man most likely to 
be victimized by the counterfeit passer, according to 
Frank J. Wilson, Chief of the Secret Service. 

Based on the experience gained in New York, the 


field force of the Service plans to extend its operations 


to every large city and eventually to cover small towns 
as well. The Treasury Department, through the assis- 
tance of the Secret Service, has circularized the country 
from time to time with instructions and other printed 
matter on how to detect fake money, but the new pro- 
gram marks the first time an attempt has been made 
to concentrate on the small merchants. : 
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THIS WEEK IN THE SHOE TRADE 


Saturday, July 30, 1938 


Natienal News 





Shoe Men Cooperate in National Campaign 





Norman N. Souther, President, Announces Cooperation of 
National Shoe Travelers Association in Nationwide 
“Sales Make Jobs’? Campaign 


CHICAGO, ILL.—Through a letter sent 
to all affiliated organizations, Norman 
N. Souther, president of the National 
Shoe Travelers Association, announces 
the cooperation of that organization 
with the nationwide “Sales Make Jobs” 
campaign. 





NORMAN N. SOUTHER 


The letter reads as follows: 

“T call your attention to the enclosed 
card issued by the Shoe Travelers As- 
sociation of Chicago of which I am 
also president. We are sending out 
hundreds of these cards and buttons to 
merchants, buyers and salesmen. 

“It is my belief that the present re- 
cession,or depression has been due to 
lack of ‘confidence. This is not only’ my 
belief but also: that of the nation’s 
large corporations and firms. The trav- 
eling shoe salesman has always- been 
ready to sponsor any plan that. will 
mean increased sales and I therefore 
ask that you give this National Sales- 
men’s crusade your full support. More 
sales mean more jobs, more jobs mean 
more shoes, more shoes mean more 
commissions.” 








DATES TO REMEMBER 


Buffalo Shoe Travelers Association, 
Shoe Show, Hotel Statler, Buffalo, 
N. Y July 31, August 1, 1938 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 

September 12, 13, 1938 


20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19, 20, 1938 


National Industrial Stores Association, 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 

September 19, 20, 21, 1938 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill...... January 3, 4, 5, 6, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 
Texas....... January 15, 16, 17, 18, 1939 





2 


Copies of this letter were sent;to all 
shoe traveler associations, to the 
President of the United States, the 
National .Shoe Manufacturers’ Asso- 
ciation. and the National Shoe Retail- 
ers’. Association... Similar. letters are 
also being gent by..the Chicago asso- 
ciation. to all shoe. buyers who attend 
their monthly show. ale’ 4 

The cayds. which, Mr, ,Sottther men- 
tions are being sent to shoe»men the 
country over. These read as follows: 

“You must have confidence in your- 
self, in your fellow man and, above all, 
in your business. Confidence is what 
the public needs now. Let’s have it for 
it means the rise in the tide of a bigger 
and more.prosperous future. Prosper- 
ity is-attained only through:sales. Let’s 
all be leaders in confidence.” 

Mr. Souther in commenting on the 
campaign which he expects to be taken 
up. not only by shoe travelers but by 
retailers and their clerks, urges all to 
wear the “Sales Make Jobs” button. 





He advises the salesmen to “call. on the 
merchant with his chin up and instill 
in him a spirit of confidence in his 
country, his business and_ himself. 





Field Appointed Acting 
Secretary of N.E.S.L.A. 


Boston, Mass.—George A. Dempsey, 
president of the New England Shoe 
and Leather Association, has an- 
nounced the appointment of Maxwell 
Field as acting secretary of the associ- 
ation, with full powers to represent the 
association in all trade matters. He 
succeeds James H. Stone, former sec- 
retary, who passed away suddenly two 
weeks ago, the victim of a heart attack. 

Mr. Field has been the assistant sec- 
retary of the association for the past 
several years, and is thoroughly famil- 
iar with the many duties and services 
the association renders to members and 
to the New England shoe and leather 
industry. He is a graduate of Dart- 
mouth College and received the degree 
of Master of Commercial Science from 
the Amos Tuck School of Administra- 
tion and Finance, Dartmouth’s gradu- 
ate business school, where he conducted 
a research study of the shoe industry. 

Mr. Field is married and resides at 
52 Humphrey Street, Swampscott, 
Mass. 


Suedes Lead for Fall in Texas 


Fort WorTH, TEXAS~—Black suedes, 
followed by copper and wine suedes, 
will lead the Fall shoe parade at the 
W. C. Stripling-Walk-Over Shoe Salon, 
in Fort Worth, Texas, in the opinion 
of M. A. Daniels, district manager for 
Walk-Over shoe stores in the South- 
west, who has his headquarters at the 
Stripling store. He also believes reptiles 
and the newer alligator calf will be 
good sellers this Fall. Although a few 
sandal types and open toe suedes are 
in stock at Striplings for the Fall trade, 
Mr. Daniels: believes the softer, per- 
forated suedes in stock here will be 
better sellers and, in addition, will take 
care of the need for a warmer weather 
suede shoe. 

All types of step-in pumps, high 
gores, and other similar types are his 
choice for Fall styles in this section. 
Striplings are showing several styles 
in the platform sole shoes, which are 
new to this section. 
















































1-2-3 Plan Assures Practical Fall 


Promotion Program 


[CONTINUED FROM PAGE 19] 


For a window setting use a panel of 
wall board painted dull surfaced rust, 
with a show card of ivory lettered in 
brown. Before this place tilted boards 
covered with fabrics on which are set 
the: correct shoes. You should be able 
to use these fabrics in several ways 
during the season. 

If you wish to emphasize suedes with 
contrasting leathers, try— 

“Suedes with contrasting leathers to 
accent your dull-surfaced Fall clothes.” 
To lessen the yardage bought, the 
fabric and color angle can be em- 
phasized by buying quarter yards of 
materials and covering small boards six 
inches wide and twelve high, and set- 
ting these with the correct shoes for 
each particular color and weave. A 
magazine picture or two or a draped 
mannikin in miniature size will ddd 
more “life” to the setting. 

You may start the season with “Black 
patent to accent your first dark dress 
for Fall.” Or perhaps “Suedes with 
bright leather for your dressy shoes, 
with calf or reptile for your country 
clothes.” 

Then, too, we have “Kidskin, smooth 
and delicate, in pretty shoes to accom- 
pany after-three-o’clock dresses,” and 
also, “Soft, smooth kidskin, that’s par- 
ticularly smart in rich mahogany, wine 
and plum tones.” Along the same line 
is “Smooth or reverse calf in tan and 
rusts to accompany tailored and sports 
clothes.” 

Or perhaps you'll stress “Softies 
step out for Fall with fashion and com- 
fort honors,” and then on the individual 
models point out such features as the 
mudguard, built-up leather heel, cami- 
sole, or platform sole, using neat, small 
cards to do so. Of course, there’s a play 
to be made on “platform” soles with 
elections coming on. 

Color is an important promotion 
theme and the information given by the 
tanners, shoe manufacturers and re- 
tailers in cooperation with the Textile 
Color Card Association shows the color 
coordination for the seven shades se- 
lected as women’s shoe colors for Fall. 
Check this list of harmonies and ac- 
cents, and use it fully in promoting 
your own shoes. Consider— 

Golden Havana—To blend with toast 
tan and to contrast with black or blue. 

Burnt Earth—Swagger contrast with 
navy or slate. 

Porto Plum—Expressing the‘ very 
newest color influence here and in 
Paris. 

And there are plenty of other smart 
suggestions for these as well as the 
repeat colors for Fall. 

For casual and sportswear drama- 
tize the softies, mudguard and peasant 
types. There’s a good promotion idea 
in the line “cut down at the sides, 
lowered in back, or latticed in front— 


even the shoe with the high front looks 
lower this Fall. 

“Which do you like—wedge, half 
wedge or platform sole?” And what a 
chance for promotion display in “lac- 
ings and draw _ strings — sometimes 
matching the shoe, sometimes in a 
single contrasting color, and sometimes 
in multi-colors.” 

Pumps, camisole lines, gorings, two- 
surface combinations, silhouettes, mud- 
guards, platforms—all good promo- 
tion sources. 

The smooth unbroken line from toe 
to top is new. The close clinging fronts 
on higher shoes. The open toes on 
afternoon and evening shoes. Ti: 
“pretty” shoes for formal afternoon 
wear with the new “real afternoon 
dresses.” Color accent for the new 
“bi-color” dresses. Colored shoes to 
contrast with black apparel. 

There’s almost no end to the interest- 
ing selling points in Fall shoes, that 
you'll see in your own stock—and in 
competitive stores as well! If you do a 
better job telling about them, you’re 
going to do a more successful job sell- 
ing them. 


Celebrates 40th Anniversary 


NORFOLK, Va—Anthony Lagiglia, 
owner of Tony’s Shoe Stores in this 
city, is celebrating his 40th year in the 
shoe business. 

Mr. Lagiglia started his business in 
the same store which now stands at 
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102 Church Street, here. Before open- 
ing this store, Mr. Lagiglia served 
under General Joseph Wheeler in the 
Spanish-American War and saw serv- 
ice at the battle of San Juan Hill, for 
which he received a medal. 

Returning to Norfolk after the War, 
he opened his first shoe store. Sixteen 
years later, his business had prospered 
so well that he opened a second store 
at 514 Main Street, his headquarters 
at this time. 

Tony, as he is well known to his 
many friends in the shoe trade and in 
Norfolk, is always ready with a_help- 
ing hand during times of adversity. In 
1930 he. donated $10,000 worth of shoes 
to victims of the Mississippi flood and 
recently he gave $1,000 more worth of 
shoes to sufferers of the Ohio floods. 

His many friends in the shoe trade 
join in congratulations on his comple- 
tion of 40 years in the shoe trade and 
in wishing him every success in years 
to come. 


New Brush to Clean 
Suede Shoes 


Los ANGELES, CALIF.—A combination 
rubber bristle and soft sponge rubber 
brush called Dri-Sponge has been intro- 
duced by the Pacific Coast Leather 
Company, wholesalers here. It does a 
good cleaning job on suede and other 
nap surfaces, yet is soft enough not to 
remove the nap. An attractive color 
scheme of green, white and red rubber 
is calculated to catch the eye of the 
customer. 

The Pacific Coast Leather Co. report 
early Fall business on this sponge rub- 
ber brush to be ten times that done 
last year. 





An Early Memento of the Shoe Trade 
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egro slaves was found in the 


plantation and 


for the owner of a southern 


files of the plantation at Kings 


Tree, South pS ay .. The receipt, made out —— 80-odd years ago, clearly 


indicates the trend in prices from that 





day to this. 
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ze CORRECTION 


The ONLY True Method of Relief for WEAK ARCHES! 


How Dr. Scholl’s Arch Supports are Take advantage of this rapidly awakening 
molded to each foot’s individual needs on public consciousness to the scientific wa 
; | Dr. Scholl’s Arch Fitter; how they are pro- of relief by featuring Dr. Scholl’s Arc 
gressively adjusted to facilitate correction Supports. The profits in them are big. 
and why “corrective” shoes of one standard Write for new 

elevation to fit zi feet do not meet these Catalog. 

vital needs—these facts are driven home THE SCHOLL 

with powerful emphasis in our big national MFG. CO.,Inc., 

advertising campaign. Chicago, Ill. 
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New Shoe Club Formed in 
Cincinnati 


CINCINNATI, OHI0O—The Queen City 
Shoe Club in Cincinnati, has lately 
been formed and is now being incorpo- 
rated. This club will have attractive 
quarters in the Netherland Plaza Hotel, 
which are to be available at all times 
for both business and social purposes. 

The officers of the club who have just 
recently been named are as follows: 

President, E. C. Horn, Rollman & 
Sons; first vice-president, W. E. New- 
bold, Newbold Bootery; second vice- 
president, Gene Held, Mabley & Carew; 
secretary, E. S. Horwitz, Chas. Meis 
Shoe Co.; treasurer, Henry Momper, 
H. & S. Pogue, and sergeant-at-arms, 
Harry Lasky, John Shillito Co. 

The Board of Directors consists of 
the officers as listed above as well as 
Mr. Stern of the United States Shoe 
Corporation, Mr. Silver of the John 
Shillito Company, Max Kraus of Rob- 
erts Johnson & Rand, and Frank X. 
O’Brien of Krippendorf-Dittmann. 

The purpose of the club is to bring 
about a closer and more understanding 
contact between the various members 
of the shoe industry both in Cincinnati 
and from out-of-town. It is hoped that 
the problems of shoe men, both retail- 
ers and manufacturers, may be dis- 
cussed freely and the founders of the 
club believe that a better understand- 
ing of all shoe problems will be of bene- 
fit not only to Cincinnati but to the 
industry throughout the country. 

Non-resident memberships are avail- 
able to traveling shoe men at very 
nominal dues and many of them are al- 
ready members of the Queen City Shoe 
Club. 


Guests at Banquet 


CoLumsus, OHI0O—Herbert Lape, Jr., 
vice-president, and Howard B. Lape, 
treasurer, of the Julian & Kokenge Co., 
Columbus, were among the guests of 
the “Friends of Dr. Locke,” at a ban- 
quet given recently at Chateau Laurier, 


Ottawa, Can. The group was formed 
by patients of the doctor, whose famous 
outdoor clinic in Williamsburg, Ont., 
has drawn many from all over the 
world. 


Dr. Locke Given Testimonial 


Dinner 


One of the most impressive tributes 
ever accorded to any physician was 
given to Dr. M. W. Locke, foot special- 
ist of Williamsburg, Ontario, on July 
20 when he was presented with 
a bronze cast of his hands and a 
leather-bound portfolio containing let- 
ters and signatures from hundreds of 
friends and former patients from all 
over the world. 


The life-size bronze cast of Dr. 
Locke’s hands, mounted on a mar- 
ble base, which was presented to 
him at the testimonial dinner. 


The occasion was a dinner in his 
honor given at Chateau Laurier, Ot- 
tawa, Ontario, by the “Friends of Dr. 
Locke,” an organization of friends and 
former patients formed several months 
ago in Chicago with the sole purpose 
of preparing and presenting this me- 
mento to Dr. Locke. 

The life-size bronze cast, mounted on 
a marble pedestal, was executed by 
Deno Buralli, well-known Italian sculp- 
tor, who was sent by the Committee to 
Williamsburg, Ontario, to make the 
sculpture at the scene of Dr. Locke’s 
Open Air Clinic. 

During the past few years this Clinic 
has become widely known in every part 
of the country. Dr. Locke, himself, 
has been the subject of many magazine 
articles and the crowds at his Clinic 
have been often pictured. Hundreds of 
men and women, many of them on 
crutches and in wheel chairs, come to 
Williamsburg every day to receive his 
unique foot treatments. It has been said 


that he has personally treated more 
patients than any other physician in 
the world. 

Members of the “Friends of Dr. 
Locke” include many of the most promi- 
nent names in America today. On the 
honorary committee for this dinner and 
presentation ceremony were Madame 
Frances Alda, famous star of the 
Metropolitan Opera; Mrs. William D. 
Sporborg, of the American Federation 
of Women’s Clubs who made the pres- 
entation speech; Mrs. James Donahue 
of New York; Mrs. J. Harry Coving- 
ton, wife of the Chief Justice of the 
Supreme Court of the District of Co- 
lumbia; Mrs. Stephen S. Wise, wife of 
Rabbi Wise of New York; Mrs. Bur- 
goyne Hamilton, and Mrs. H. S. Shon- 
nard, whose home is Harrietta Planta- 
tion, Charleston, S. C. 

The Honorable A. C. Casselman, 
Chief Opposition Whip of the Canadian 
House of Commons, acted as _ toast- 
master at this testimonial dinner, and 
the guest list included many notables, 
both from Canada and the United 
States. Cabinet Minister and Mrs. 
George H. Challies of Morrisburg, On- 
tario, Colonel and Mrs. E. Devitt of 
Ottawa; Joseph Van Wyck, Esq., also 
of Ottawa; Mr. and Mrs. Robert J. 
Gill and Mr. and Mrs. G. H. Ansley of 
Perth, Ontario, were at the speakers’ 
table. 


University-Tested Shoes 


for Soldiers 


ROCHESTER, N. Y.—Army men will 
march 8 per cent faster and with 10 
per cent less fatigue because of shoes 
developed at the gait laboratory of the 
University of Rochester, William F. 
Washburn, chief associate in the labora- 
tory, told interested listeners in New 
Orleans. 

On his way to address medical groups 
in Fort Worth, Texas, and in California, 
he said research has evolved a theory 
of “balance in motion.” Shoes are now 
being made for the army, he explained, 
to fit feet at rest, while the real test 
comes when the shoes are in use. 

The “balance in motion” theory, he 
added, shows that when we think we 
are walking a straight line we are in 
reality moving forward by making a 
series of figure-eights. 
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Buy THis Book 
New, Enlarged Edition 


MORE QUICK HELP FOR SHOE RETAILERS from 
the only book of its kind; an encyclopedia of practica- 
ble, workable ideas for the experienced merchant. 
Not a theory in this book—all tried and true... 
NOT just another shoe book, but offers the shoe mer- 
chant in addition to the 123 specific shoe promotions 
the best ideas from almost the entire retailing field 
for instant adaptation to his particular requirements. 


“2800 RETAILING IDEAS” 
enables you to get into action from the hour 
it reaches your hands. Concise, all “meat,” it 
is ten books boiled down into one—a time-saver 
for the busy merchant, a reminder of important 
details ; the most economical promotion you can 
buy. Some of the 39 LONGER CHAPTERS— 


Ideas for ~— a Display, Stock-keeping 
Advertising I 

Prize, a Shee and Gift Ideas 

Unusual and Miscellaneous Ideas 

Management and Economy Ideas 

Merchandising Ideas 

Employer-Employee Ideas 

Ideas That Make Stores More Attractive 

Ideas That Attracted Christmas Crowds 





39 Longer Cash, Credit and Collection Ideas 
Chapters 8 1s an ier Ideas 
$7 0 oting Contest Ideas 
53.0 00 Dollar Day Ideas 
Mother’s Day Ideas 
Hosiery Ideas 
PAID 


Please re- More than 2800 ideas, ten for a cent; 


ri ter «=: One _ used more than pays for the book. 


BOOT AND SHOE RECORDER 
239 West 39th Street New York, N. Y. 
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The Market Is Calling 


all buyers—wanting the latest and best— 
tested by comparison. 


No other shoe center gives to buyers 
the chance for a choice obtainable in the 
Marbridge Building. 

When in New York—be neighborly—a 
welcome awaits you on every floor. 


D. S. MACDONALD, Mgr. 


47 WEST S4THST eacroway NEW YORK 
TES 





Julian & Kokenge Announce A. G. Heinmiller Heads 


Winners Ad Club 


CotumMBus, OHIo—In a retail sales MILWAUKEE, Wis.—Arthur G. Hein- 
contest just concluded by The Julian & miller, advertising manager of the S. J. 
Kokenge Co. the following won a trip Brouwer Shoe Company, this city, has 


to the factory at Columbus, Ohio, plus 
$100 in cash: 

Louis Levine, Jordan-Marsh Com- 
pany, Boston, Mass.; Carl I. McGaw, 
Fred C. Nentwig Store, Saginaw, 
Mich.; Harry Smitherman, Fontius 
Shoe Co., Denver, Colo. 

Additional cash prizes were awarded 
to Wallace Arthur, Lowenhaupt’s, 
Enid, Okla.; Frank Surlage, Halbach- 
Schroeder Co., Quincy, Ill.; Jane Mor- 
ris, Albert Steiger Co., Springfield, 
Mass.; S. J. Jeffs, Turrell’s, Seattle, 
Wash.; Martin J. Vose’s Bootery, 
Evanston, Ill., and George Gogg, Por- 
ath & Schlaefer, Wausau, Wis. 





To Close Unit Temporarily 


New ORLEANS, LAa.—Feldman’s shoe 
stores, New Orleans, which recently 
closed its neighborhood location at 8242 
Oak Street, will close another unit of 
its local chain temporarily until new 
quarters can be leased. The building 
at 155 Baronne Street, which it now oc- 
cupies, has been leased to the Harold 
Shoppe, women’s apparel store, for Oc- 





A. G. HEINMILLER 


pacity as advertising manager at the 
S. J. Brouwer Shoe Company, Mr. 
Heinmiller is well known to shoe men 
the country over for his many and 
varied promotional and advertising 
ideas which he has successfully car- 
ried out for the company. 





J. R. Walsh Joins 
Stone Shoe Co. 


CLEVELAND, OHIO—J. Harold Rob- 
erts, president and general manager 
of The Stone Shoe Company, announces 
the appointment of J. R. Walsh as 
manager and buyer of the men’s shoe 
department. He succeeds J. J. Grauel, 
former men’s buyer and assistant gen- 
eral manager, who resigned from active 
business due to ill health and a much- 
needed rest. Mr. Walsh, the new head 
of the men’s department, was for 11 
years with Jordan Marsh of Boston as 
merchandise man and buyer of men’s 
shoes. 

Merle W. Wilson, department man- 
ager at Stone’s, has been appointed 
assistant-general manager, to replace 
Mr. Grauel in that position. 

Mr. Roberts also announces that 
Edwin H. Aymar, veteran shoe man, 
who for many years was a buyer at 
The Halle Bros. Co. and later head of 


tober ist occupancy. Until another been recently elected president of the his own firm of Aymar-Yeager, Inc., 


location is selected Feldman will serve Milwaukee Advertising Club. 


for ten years, is now with The Stone 


customers from its stores at 156 and Mr. Heirimiller has long been active Shoe Co. and is greeting customers as 


232 South Rampart Street. 


in the affairs of the club. In his ca- the store’s official host. 











An elastic yarn manufactured exclusively 
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LEATHER 


VERY shoemaker who ever fitted leather 
E to a last has dreamed of making a shoe 
that would fit the foot like a glove fits the 
hand. That dream was realized last Spring 
when one of America’s most famous shoe- 
makers swept the country with a glove- 
fitting shoe, made possible by “Lastex,” 
The Miracle Yarn that Makes Things Fit. 
The processed leather used, made perma- 
nently elastic by “Lastex,”’ was not a sea- 
son’s fad. This Fall it will be introduced in 
models by a score or more of America’s 


foremost manufacturers of high-grade 


IS KING 


women’s shoes whose names make shoe 
news. Stretchable leather, that youngest 
child of “‘Lastex,” is the most sensational 
innovation that the ancient art of shoe mak- 
ing has known for centuries. Its initial tri- 
umph, great as it was, is merely the shadow 
of things to come, because it makes pos- 
sible fit and comfort in footwear hitherto 
unobtainable. Stretchable leather is the 
invention of Alfred Vamos, the noted shoe 
designer, who has assigned his rights in it 


to United States Rubber Products, Inc., 


sole manufacturers of “Lastex” yarn. 


ALFRED VAMOS, 450 Marbridge Bldg., 


New York City, is sole distributor to the trade 
of all approved shoe materials, whether fab- 
ric or leather, made with “Lastex” yarn. 


Write to him for price list and samples. For 





booklets and general information on the 


uses and advantages of “Lastex” in any type 


of apparel or accessories for men, women or 


children, write to the address below. 


. THE MIRACLE YARN THAT MAKES THINGS FIT 


REG. U.S. PAT. OFF. 


1790 Broadway 


by United States Rubber Products, Inc. 
New York City 
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Men's Shoes 


OF te OO OF OF TO Te 






“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U. S. A. 
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Children's Footwear 


OO i 


Mond! Zipper Bootee 
Fast Selling - - Profitable! 
for Children and Misses 

Ne. 781—For Children. Sizes 
6-10. Ki tent Leath- 
er, ° rifi 
Sheepskin Cuffs. 
Sole (very flexible). $ 
Red, Blue, Brown or Green. 
Ne. 762—Same for Misses. 


6-10. Sheepskin with Wombat 
Collar. Oak Leather Sole 
(very flexible). 
No. 882 — Same for Misses. 
In-Stock Sizes 11-3. 
Samples and prices on request 


MONDL MFG. CO. 
Oshkosh, Wis. 
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Riding Boots 
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To Restore Pay Cut 


ROCHESTER, N. H.—Samuel J. Katz, 
owner of the Hubbard Shoe Company, 
employing 400 persons, announced on 
July 21 that a 10 to 12% per cent pay 
cut, ordered last November, would be 
— August 1 to extend to Decem- 

r 


Wins Award for Sales Showing 


KNOXVILLE, TENN.—Folks stop to 
admire a large silver loving cup in the 
display window of Pollock’s Shoe Store 
at Knoxville, Tenn. The cup is the 
award of J. B. & W. G. Brownlow, 
agents for more than a mile of busi- 
ness properties in Knoxville. Each year 
they offer two silver cups, suitably 
engraved, to the two stores making the 
best and second best showing for the 
year as compared with volume of 
sales last year. 














































S. Goldman, manager of Pollock’s 

at Knoxville, with the trophy 

which his store has won for three 
successive months. 


Comparison is on a percentage basis 
so that low volume stores have an 
equal chance with the high volume 
stores. Each month, first and second 
places are assigned to the two stores 
making the best showing over the same 
month a year ago and the trophies are 
kept by those two stores until the next 
two monthly winners are ascertained. 

Pollock’s, with S. Goldman as man- 
ager, has won first place cup three 
months this year, which is better than 
any other store has done, and if the 
record is kept up throughout the year, 
the cup will become the permanent 
award of the store. The achievement is 
the more remarkable considering that 
the competition is not just for shoe 
stores, but for clothing stores, drug 
stores, furniture stores, groceries and 
others who are tenants of the Brown- 
lows. 

“When we won the cup the first time 
Mr. Brownlow suggested that we dis- 
play it in the window,” said Mr. Gold- 
man. “So we did. We found that it 
helped sales. People would stop to look 
at it. They would see the card on it 
saying that it had been awarded to us 
and telling why. : 

“It is human nature for people to 
want to go in a store where others go. 
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These superlative little shoes 
exercise a big influence. They 
are Flexible Hard Soles (2-8), the 
sturdiest in the famous Mrs. 
Day's Ideal line, and the logical 
type for youngest shoes in juve- 
nile shoe departments. Mothers 
who have bought Ideals bu 

them without resistance. Stoc 

them, as do hundreds of re- 
tailers, and see how they in- 
fluence business! 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 















Soft 


FLEXIBLE HARD SOLES 











They say that if a store is doing such 
a good business that it wins a cup it 
must have something. And we do. We 
have the merchandise they want and 
we have expert shoe salesmen with 
years of experience. Courtesy is re- 
quired of every employee too.” 


Fabric House Offers 
Style Service 


New YorK—A. Jaekli Fabrics, Inc., 
has announced an arrangement with 
Jamanfre, stylists, and sales represen- 
tatives, to style their original fabric 
ideas into high style novelty shoe 
models. In addition, Jamanfre_ will 
offer a complete style service to manu- 
facturers, including sketches and fash- 
ion notes. 

Charles W. Conaway, who is well 
known as a shoe stylist, will direct the 
organization. Previous to this connec- 
tion he was the owner of a style busi- 
ness, and more recently held the posi- 
tion of style man and sales manager 
for one of the leading high style shoe 
manufacturers. if 


Shoe Workers to Hold Outing 


NEWMARKET, N. H.—The Newmarket 
Shoe Workers’ Association will conduct 
its fourth annual outing at Angle Pond, 
Hampstead, on July 30. The program 
will include sports, popularity contest 
and dancing. 

S. S. Humphreys will be general 
chairman in charge of the event. 
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Sales Get Action Despite Hot Weather 


New York Department Stores and Specialty Shops Holding 
Semi-Annual Clearances on Summer Shoes—Retailers 
Preparing for Early Fall Season 


New YorK—Most of the stores here, 
including both department stores and 
specialty shoe shops, are holding clear- 
ances of Summer shoes. The general re- 
port was of stimulated customer inter- 
est in spite of the handicap of hot 
weather. All of the stores reported 
business as coming up to expectations 
—although in nv case has it exceeded 
anticipations. White shoes are still 
selling well—with more interest in all- 
over whites than in combinations. These 
continue to be in demand both in tai- 
lored types and in high style models. 
Open toes and open shanks continue to 
hold the popularity which they achieved 
in early Spring. 

All of the retailers are preparing for 
an early Fall selling season. Many ex- 
pect to push Fall shoes shortly after in- 
ventory taking the last of this month. 
I. Miller, however, is showing Fall 
shoes now, and finds a ready customer 
acceptance for the darker shoes. These, 
however, are very light and open and 
are the correct shoes for town wear, 
even in the Summer. This group of 
stores is promoting a deep burgandy 
tone—“Chianti”—in its windows, under 
the caption, “If your wardrobe needs a 
stimulant try Chianti, new vintage 
color in ingenue shoes and accessories.” 
Bags, gloves, belts, and even jewelry are 
shown with the shoes in this color and 
the window is given emphasis by two 
huge elongated Chianti bottles, in color- 
ful raffia covers, placed to form an in- 
verted V in the center of the window. 

The general tendency is, of course, 
toward black suede for early Fall. Al- 
though this will be sold in both all-over 
and trimmed types, more emphasis will 
be put on all-over suede shoes than on 
those with much trimming. Miller’s will 
promote these in elasticized suede, a 
feature which they promoted with much 
success last year. Whatever trimming 
there will be on suede shoes will be cen- 
tered around kid, with a certain amount 
of patent, some reptiles, and some calf. 
Gabardine is not being considered by 
any of the retailers as of importance 
for either the first or second runs, al- 
though it is possible that some of them 
will have them for the second Fall sell- 
ing season. 

Smooth leather will be given some 
emphasis. Kid will have a certain 
amount of play, in draped and shirred 
effects, although it is expected that kid 
will not come into its own until next 
Spring, when there will be a big kid 


versal of the familiar type, which 
should have more appeal than an all- 
over calfskin shoe, for the suede trim- 
ming marks it as definitely Fall. Alli- 
gator will be stocked in most stores, 
both in all-over shoes and in suedes 
with alligator trimmings. One store 
plans to feature an accessory tie-up of 
alligator bags with a fine, very soft 
hand-sewn, bench made shoe. 

Almost 90 per cent of stocks will be 
black, it is reported. Some stores, how- 
ever, particularly those featuring tai- 
lored shoes, such as Stetson, and ex- 
tremely high style stores, such as I. 
Miller, are planning to go in more heav- 
ily for color. Stetson will carry buckos 
in browns, blue and wines, in addition 
to black. I. Miller feels that there is a 
definite place in the wardrobe of women 
today for colored shoes, especially when 
accessory tie-ups of bags, gloves and 
belts can be made. These add a definite 
touch of smartness to an otherwise 
black ensemble, it is felt. On the other 
hand, one store believes in using a little 
restraint in stocking colored shoes. 
They are of the opinion that it is better 
to buy these lightly and to order them 
for customers who wish them, than it is 
to be caught at the end of the season 
with a heavy stock of high-colored shoes 
which cannot be sold at a profit. 

The stepin is the favorite for Fall, 
according to most retailers. This shoe, 
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particularly when it is fairly high-rid- 
ing, is extremely flattering to the foot. 
Good fit in a stepin is easier to obtain 
than in a pump, and the moulded line 
is one which always has definite cus- 
tomer appeal. 

One of the retailers mentioned an 
interesting theory of good business 
when interviewed. He stated that New 
York was large enough to allow all of 
the existing retailers to operate profit- 
ably, provided they played the game 
fairly and eliminate the practice of 
trying to steal the other retailers’ busi- 
ness. “Mind your own business, and do 
it as well as you can, and you'll have a 
good business,” he stated. “Don’t waste 
time trying to change the leopard’s 
spots—build on the spots. So long as 
you build up a character for your store 
and stick to that character, you’ll not 
need to steal the other fellow’s styles.” 


To Show New Style Trends 


CHICAGO, ILL.—Newest trends in 
women’s and children’s wear and in 
accessories will be shown August 1 to 
13 at the Fall Women’s, Children’s and 
Infants’ Wear and Accessories Market 
in the Merchandise Mart. Encouraged 
by the sudden reversal of pessimism 
evidenced at the recent Summer Home- 
furnishings Market, officials are looking 
forward to the market with optimism. 
The premature demand for Fall mer- 
chandise because of the late Spring and 
the rapid advance of the price of raw 
materials are also expected to affect 
buying materially. Style shows of the 
new ready-to-wear and matching ac- 
cessories will feature the three day 
Breakfast Clinic, August 2, 3 and 4. 





Informative Window Helps Sell Shoes 


, 








season. Some smooth calfskins, and 
some grained calfskins will sell, as well 
as a few pig shoes and crushed goat- 
skins, particularly in tailored types. 
One of the large New York department 
stores is planning to stress calfskin 
trimmed in suede as a variation of the 
trimmed suede idea. This store expects 
customers to be intrigued by the re- 


Cincinnati, Ohio—“For All Sorts of Sports,” sums up briefly the idea of the 
window display on men’s summer sport shoes at the Potter Shoe Company, Cin- 
cinnati. The right shoe to meet the right occasion was vividly presented in this 
striking and selling window. 

Large cut-outs of men’s figures were mounted on pedestals. The units showed 
the correct footwear for Summer wear and gave the Summer-minded male a 
pretty clear-cut idea of what kind of shoe to wear for each occasion. 

he window as a whole, while ultimately designed to sell shoes, rendered a 
distinct service to men, inasmuch as it gave style information on what was what 
for Summer wear. 
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Dancing Shoes and Taps 
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FLEXIBLE TAP DANCING SHOES 






Lightening 
Step 
by 
NEW 
osco 
IN-STOCK PROCESS 
Patent Lea. White Kid 
Women’s AA-4%-9 ........ 1.45 $1.50 
“* A-B-6-2%-8 ..... 1:45 1:50 
‘Misses’ A-B-C-li%-2 .... 1.40 1.45 
Children’s B-C-BY2-11 ..... 1:35 1.40 
28 Goodhue St. 
Owens SHoe Co. %So 
0 Oe ee ot Te OO 





Men's Shoes 


or Meer m 


REAT 
EASTERN 
SHOE CO. 











Godman Production at Peak 


XENIA, OnI0—Reflecting a general 
upturh in the shoe industry, production 
at the Xenia plant of the H. C. Godman 
Co. is now at its highest peak since the 
branch was established three years ago 
and orders on hand will keep operations 
at a capacity level for at least three 
more months, announced Carl Wash- 
burn, superintendent. 





Speaks at Salesmen’s Meeting 


CoLuMBus, OHIO—O. M. Cowden, 
Chicago, instructor for the Scholl 
Training School of Master Shoe-Fitters, 
spoke before shoe salesmen in Colum- 
bus, recently, at the Southern Hotel. 
Raymond LeRoy Goble, of Evans and 
Schwartz shoe store, 479 North High 
St., Columbus, is local representative 
for the Scholl interests and was chair- 
man of arrangements. 


Ads Stress Summer 
Sport Shoe Types 


[CONTINUED FROM PAGE 28] 


The ad from Bullock, of Los Angeles, 
is an attractive sport shoe sale an- 
nouncement, and many of the adver- 
tisements appearing this month fea- 
ture Summer clearances and price 
reductions. One of the advantages of 
the many styles of sport shoes now on 
the market, however, is the fact that 
they give something more to talk about 
than price in a month when the first 
seasonal demand for Summer shoes is 
past, and the average store feels the 
need of some extra promotional effort 
to stimulate sales and clear stocks be- 
fore the opening of the new season. 
And thus we find some stores, like 
Fyfe’s, of Detroit, featuring interest- 
ing sport styles without any mention 
of price reduction, as in the case of 
an advertisement by this store featur- 
ing saddle oxfords for men. Showing 
an illustration of the classic saddle 
type, the advertisement said: “They’re 
so clean-cut—so dog-gone comfortable 
and informal! You’ll admire the red- 
rubber soles, the extra-thin Spring 
heels and stout elk-tan leathers. (White 
with tan or black saddle.)” 

Announcing “Sport Shoes — Every 
pair in stock specially priced at $4.35— 
$5.35 (Bostonians $6.85 and up),” 
Henry C. Lytton & Sons of Chicago 
tells the public: “You'll find every pair 
of our popular sport shoes specially 
priced. Whites, including white bucks, 
black and whites and brown and whites. 
A twice-a-year opportunity to buy at 
less than the regular price.” This is 
a typical July sale announcement on 
men’s sport shoes. 

Featuring saddle oxfords for men 
and young men, specially priced at 
$5.95, McFarlin’s of Rochester, N. Y., 
calls this shoe “the year-after-year 
Summer favorite of hundreds of men. 
. . - McFarlin’s saddle sports oxford 
in white Bermuda leather with black 
or brown calf saddle and stay. Made 
by French, Shriner and Urner to Mc- 
Farlin’s own specifications, they offer 
you the utmost in comfort, good fit, 
long wear and classic appearance. 
Made with springy, durable, hard rub- 
ber soles in tile red.” Other lines of 
sport and saddle oxfords are advertised 
at higher prices. 

Robinson’s, of Kansas City, adver- 
tised a sale of men’s Summer shoes 
this month at $2.98, with emphasis on 
ventilated types, and O’Connor & Gold- 
berg, Chicago, staged a special sale of 
15,000 pairs of O-G Summer shoes for 
men reduced to $3.95, with a variety 
of patterns in whites and combinations. 

Ads featuring Summer sport and 
outdoor footwear from a style or price 
angle, or a combination of the two, 
account for the larger proportion of 
the total of men’s shoe publicity this 
month. The remainder is devoted prin- 
cipally to clearances of Summer street 
shoes and types intended for every- 
day. business wear. 
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RIGHT 
down 
your alley is 
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because it is economical . . . 
yet it has all the beauty and 
durability demanded in good 
shoes. 30 colors . . . aniline- 
dyed ... color-fast . . . nap- 
sueded ... used by most man- 
ufacturers. 


SLATTERY BROS. 
TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 
























DeLos T. Kelsey 


HartrorD, CONN.—DeLos T. Kelsey, 
age 68, passed away at his home in 
West Hartford, Conn., on July 19. His 
death was attributed to heart trouble. 
He was buried in the Fairfield Ceme- 
tery, West Hartford. 

Mr. Kelsey was for some years sales 
representative for Alden, Walker, & 
Wilde, and was also manager of the 
Edwin Clapp & Sons store in Detroit, 
Mich. 

He relinquished his shoe business to 
enter into an apron and towel supply 
business. Through his many qualifica- 
tions and integrity he built up a very 
flattering and prosperous business. 

That he was esteemed and held in 
high repute is evidenced by the count- 
less number of friends he had while on 
the road and while in business in Hart- 
ford. 

A host of friends testified to the af- 
fection they had for him by attending 
his funeral. He is survived by his 
widow, Gertrude Kelsey. 


Nunn-Bush Declares Dividend 


MILWAUKEE, Wis.—Directors of the 
Nunn-Bush Shoe Co. have declared a 
dividend of 25 cents per share on the 
$2.50 par value common and $1.25 on 
the 5. per cent cumulative preferred. 
Both dividends are payable July 30 to 
stock of record July 15. 
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Butler Employes Hold Annual Meeting 


The second annual convention of the employes of Butler’s, Inc., at Miami, Fla., 


had an attendance of nearly 


persons. One of the features was a style show 


at which some of the new Fall styles to be offered by the company were shown. 


Miami, Fwia.— Butler’s, Inc., with 
shoe stores in Florida, Georgia, and 
South Carolina, held its second an- 
nual convention of Butler’s Employes’ 
Benevolent Association in Miami, re- 
cently, with an attendance of approxi- 
mately 500 persons, including guests. 
Paul Weinfeld, manager of the Miami 
store, is president of the Association, 
and as a mark of appreciation for his 
untiring efforts in behalf of the annual 
conventions, was presented with a 
beautiful wrist watch. A highlight of 
the convention was the dinner-dance 
given at the Royal Palm Club. 

An important feature of the con- 
vention was the style show featuring 
some of the new Fall styles to be of- 
fered by the company. This was under 
the direction of D. L. Slann, president 
and stylist for the company. Wedge 
types are going to have a big volume this 
Fall, he predicts. Most important will 
be the mudguard and corset types. A 
lot of open-toe sandals were modeled, 
and these, it was predicted, will con- 
tinue to hold the spotlight in popu- 
larity. 


Suede will be the leading leather, 
with a lot of calf also in the picture. 
The two leathers will be frequently 
combined. No multicolors were shown 
and fabrics were also absent. Silver 
and gold kid for evening wear, with 
more satin shown than for some years 
past. The predominating color, ac- 
cording to Mr. Slann, will be Burgundy 
with a lot of blue and black. He fur- 
ther predicts blue calf as a good pos- 
sibility, and says that prints are quite 
out. : 

Bags will closely follow the shoes in 
fabric and color. Not much change in 
type, with plenty of under-arm, strap 
and pouch types shown. Calf and suede 
will be frequently combined. 

Hose was also shown for Fall selling, 
with the plum shades predominating. 
All iridescent tones will be good, and 
as an active neutral shade Aloha tan 
will be a popular color. 

One of the important showings was 
the new boudoir slipper in satins and 
combination. They are predicting a 
lot of activity in boudoir types for late 
Fall and holiday selling. 





Childs’ Employees Hold Outing 


HOLYOKE, Mass.—Benjamin W. 
Childs was host to the employees of 
the Thomas S. Childs Shoe Store and 
their friends at an outing July 13 at 
Look Park, Northampton. Forty-five 
were in attendance. 

Prizes for the various events were 
awarded as follows: Ladies’ ball throw, 
Mae Grady; tennis contest, Betty Mur- 
phy; 50-yard dash, ladies’, Rosemary 
Shea; 25-yard dash, ladies’, Betty 
Murray; 100-yard dash, men, Robert 
Beauchemin; ball throw, George Car- 
rier; wheelbarrow roll, Bill Bower; 
shoe race, Robert Johnson; sack race, 
Raymond Therrien. 

Swimming was enjoyed followed by 
supper, which was prepared by Mrs. 
Theophile Guertin and Mrs. Gerald 
Meunier. Mr. Childs acted as toast- 
master. Community singing was en- 
joyed and a trio comprising A. E. 
Beauchemin, Harry Berman and Rob- 


ert Johnson entertained with vocal 
selections. 

Rose O’Connor was in charge of the 
transportation; the sports program 
was arranged by Harry Berman and 
the prizes were in charge of Frances 
Leary. The general committee com- 
prised Theophile Guertin, chairman; 
Rose O’Connor and Alfred Boucher, 
Mrs. Oscar Dupont of Springfield, and 
Harry Munter of Lewiston, Me., were 
awarded special guest prizes. 


Unusual Sale Brings Results 


EmporiA, KANS.—Allen’s Shoe Store, 
615 Commercial Street, here, recently 
conducted an unusual shoe sale which, 
besides clearing the stock of various 
odds and ends which had accumulated 
since the opening of the store four 
years ago, brought many customers 
into the store for the first day of their 
annual July clearance sale. 

As an opening gun to the clearance 
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SHOES 


HAND LASTED 
CHILDREN’S SHOES 
Finest Quality 


PEDICRAFT SHOES—Swanson & Ritner Sts., 
Philadelphia 
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Slippers 
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HAND CRAFTED 
FULL LEATHER 
LINED 


ALL COLORS 








AA 


DANVERS SHOE Co. * 








sale, the store gathered together 123 
pairs of “old friends” and advertised 
an auction sale at which these shoes 
would be sold to the highest bidder, 
regardless of price, with all bids start- 
ing at ten cents. It took but an hour 
and twenty minutes for the 123 pairs 
of shoes to be sold, paid for, wrapped 
and delivered to the customer. 

Many comments were received by the 
more than 300 persons in the store on 
the good time each had and as proof 
that they appreciated the bargains, as 
soon as the auction was over, every 
chair in the store was filled with cus- 
tomers wanting shoes offered in the 
store’s regular clearance sale. 

Roy W. Allen is the manager of this 
store and to him credit is given for 
this novel idea which resulted in an ex- 
cellent day’s business. He was very 
well pleased with the result: of this 
promotion and states that no promotion 
they have ever before used has brought 
so much favorable comment and cre- 
ated so much good will towards the 
store, for, outside of the fact that a 
large percentage of the “audience” 
were regular customers of the store, 
many new ones were gained who bought 
shoes at the regular sale. 
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Store Fixtures 
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HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


ST. CHARLES 
ILLINOIS 





HOWELL 
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Turn Shoes 
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KUSH-IN-EZE 
HAND TURNED FOOTWEAR 
IN STOCK 







No. 257 
Black Kid Gored 
Step - in: 13/8 
Heel: o —E, 

to 9 $2.15 





@ L. B. EVANS’ SON CO. e 
WAKEFIELD, MASS. 














Obituaries 


John H. Straub 


YOUNGSTOWN, OHIO—John H. Straub, 
62, one of the outstanding shoe authori- 
ties in Youngstown, died suddenly of a 
heart attack recently in the men’s shoe 
department of the Strouss-Hirshberg 
Co. He had worked there four years 


as assistant to the department man- 
ager and had been in the shoe business 
in Youngstown and vicinity more than 
20 years. 


At one time he operated a 
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Window Announces New Hosiery Section 







» 
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St. Louis, Mo.—The Famous-Barr Company, here, used this window recently to 
announce the addition of a complete Admiration Costume Hosiery section to its 
hosiery department, in conjunction with its newspaper advertising. 

A factory representative of the company was in the store and staged various 
demonstrations pertaining to hosiery during the week of the promotion, with 

excellent results. 





chain of shoe stores in New Castle, 
Greenville, and other cities. He has 
been active in civic affairs for many 
years. His widow, a daughter, two sons 
and three sisters survive him. 





T. Warren Beagle 


JACKSONVILLE, FLA.—T. Warren 
Beagle, 64, for the past 18 years man- 
ager of the shoe department at Cohen 
Brothers, department store here, died 
recently following a brief illness. 

Mr. Beagle was manager of the shoe 
department at Cohen Brothers for the 
past 18 years, coming to this city from 
Louisville, Ky. During his residence in 
this city, he became very well known 
in the shoe trade and made many 
friends among local and traveling shoe 
men. 

Mr. Beagle is survived by his widow, 
a son, a daughter, two grandchildren 
and two sisters. 





John L. Emery 


Boston, Mass.—John L. Emery, 
owner of the Emery Leather Company 
of Brockton, Mass., died recently at the 
Brockton Hospital after a short illness. 
He was 73 years of age, an active 
member of the Commercial Club and 
former president of the Plymouth 
County Trust Co. He founded the com- 
pany of which he was head in 1893. 
Surviving are his widow, Mrs. Clara 
L. Emery; a daughter, Mrs. Claude 





Woodward of Taunton, Mass., and two 
brothers, Stephen Emery of Brockton, 
and Forest Emery of Malden, Mass. 
Before establishing his own business 
he had been associated with the Daniel 
S. Howard Company. 





Joseph P. Hoeffel 


GREEN Bay, Wis.—Joseph P. Hoeffel, 
77, pioneer Green Bay businessman, 
died July 16 at his home here, follow- 
ing a long period of ill health. In 1888 
Mr. Hoeffel and his brother, James, 
established Hoeffel Bros. Co., shoe deal- 
ers, which is still in existence here as 
the Hoeffel Boot Shop. Later Mr. 
Hoeffel became president and active 
manager of the Allouez Mineral Spring 
Co. He had been retired for the past 
five years. Survivors include his widow, 
a son, Joseph M.; two brothers, James 
and I. S. P. Hoeffel, and a sister. 





Charles Otis Tyler 


ABINGTON, Mass.—Charles Otis 
Tyler, 78, for many years credit man- 
ager of the M. N. Arnold Shoe Com- 
pany in North Abington, and a deputy 
collector of internal revenue in Abing- 
ton, Norwell and Hanover, died sud- 
denly at his home recently. 

Mr. Tyler was credit man at the 
Isaac Prouty Shoe Company in Spencer 
before coming here 40 years ago. 

He leaves his widow and a son, Carlos 
Tyler of Athol. 
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@ UNRESTRICTED SELECTION OF PLATFORM 
MATERIALS — Platform materials can be selected for 

cost, flexibility, resiliency, edge character and weight 

@ SECURE SOLE FASTENING — Both platform and 
outsole are fastened to the shoe by the single opera- 
tion of sole stitching 

@ MAXIMUM FLEXIBILITY — An inherent factor in 
the lockstitch method of sole attaching 

@ ECONOMY IN MATERIALS — In selecting platform 
materials and widths of bindings definite economies 
are possible 

@ EASE OF MANUFACTURE — No necessity for 


special and expensive operations 


All the items described above are out. 
standing advantages to manufacturers 
who are making platform or beaded 
welt shoes using the 


GC SOLE STITCHING MACHINE 
— MODEL C 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SMAN WANTED 
G ALESMEN—With SIGEE: shce trade to 


handle as sideline foot comfort article of 
proven merit. Liberal commission—attractive 
proposition to dealers. Some excellent terri- 
tories open. State territory, line handled, and 
references in first communication. Address Air- 
Lock Rubber Products Company, Box 312, 
Santa Ana, California. 








WANTED: Salesman to carry a side line of 
in-stock Wagner Feature Pumps to retail at 
$4.00. State references and lines now handling, 
also territory now covering. Address 885, care 
Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 





POSITION WANTED 


RETAIL orthopedic man with twenty years’ ex- 
perience desires new connection. Will go 





anywhere. 
- 239 West 39th Street, New York, 





a 


O NE of America’s oldest and, best know shppen 

manufacturers has umexpected o 
New England territory and desires oeclire’ sef- 
vices experienced representative, well acquainted 
with large department store, jobbing and chain 
store buyers. Give all possible information first 
letter to eliminate correspondence as position 
must be filled immediately. Address 899, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 











Se 


Address 898, care Boot & Shoe’ 


ee pages wren 








MERCHANTS’ NEEDS 





PATENT ATTORNEY 











INCREASE YOUR SALES 


with the original 
SHOE DOCTOR SHRINKERS 










Roller type device 











ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides, Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm. 





‘pena ‘your order or write for detail information. 


Special combination offer $25.00 (fluids in- 
~— in above prices) f.0.b. Indianapolis, 
ndiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 





WANTED TO PURCHASE 








SHOE STOCKS BOUGHE® 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson. Red Cross. Nunn-Bush, Ete. 
IRVIN RUBIN 


“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 

















ADVICE 
cle FREE eres ———— 
J 


for ANY salle or Tats or gy 











WANTED TO PURCHASE 

















retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. 
Phone WOrth 2-5377 and 5378 





Buyers of Surplus Stocks 


“ will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or 


New York 














BUSINESS OPPORTUNITY 








YOU CAN HAVE 


foot correction; 
one at home in a few weeks. 
bd training; openings 


a uired or goods t 


Stephenson Laboratory, 


Boston, 


A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
learned by any 
Easy: terms 
everywhere with 
all the trade you can : agelt No capi- 
ency 

soliciting. Established "1804. Address 

21 Back Bay, 








Self-Adjusting 
5 SIZES FIT ALL SHOES 
Send for 30-day Trial pair. 
A. R,, ANDERSON & CO. 








Minuets or Swinguets 


Whether we shall be doing minuets 
or “swinguets” this Winter depends on 
whether our fashions derive from 
modern infiuences such as the World’s 
Fair or from the period of Louis XIV, 
according to two scenes in the recent 
fashion show cleverly conceived and 


staged by Kirby Block & Company, 
New York, resident buyers, as their 


“Fashion Clinic” for Fall ready-to-wear 


for women. 








mum charge, 75 cents. 


address should be counted. 





When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. 


Minimum charge, $1.25. 
In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
[2 Advertisements for this page must be in our New York office on Friday of the week preceding publication. a | | 
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SELL THOSE WINDOW SHOPPERS 
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PAVE 











“H” — Black & 
orange on yellow 
background. 


“BY” — Orange & 
brown on buff 
background. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, de- 
sign only, are also avail- 
able. 

We have in stock a com- 


plete selection of designs 
and color combinations. 


wn 
> 
O 
A 
a 
= 


. heh BANGS 

















4 


“Oo” — Blue & 
orange on deep 
yellow back- 
ground. 





6 Dozen 
$1.10 
12 Dozen 
$2.00 








FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 


ee i a ob i Be Bar 





4s 




















YO 





“S”"=——Gold & red- 
dish brown on 
buff background. 


The size—l¥z” x 234”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 
Write for Information on our Annual Show Card Service 


“Ww” — Luggage 
tan & green on 
white background. 


SMOdNIA, 


dAWd 


aed 





BOOT & SHOE RECORDER »* MERCHANTS SERVICE + 209 SO. STATE ST * CHICAGO, ILLINOIS 


COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





SERVICE 


MONTHLY 


CARDS 


HOLDERS 


BLANK 
TICKETS 





No. 


$5.00 


12 


6 


100 





No. 


2 


4.00 


4 


100 





No. 


3.00 


6 


2 


50 








No. 


4 





2.25 


4 
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“First of the Fairs’”’ in ’39 
(CONTINUED FROM PAGE 26] 


of footwear in all types and grades. 
Thereby a single national market fair 
becomes an instrument of progress 
leading into a new year which will be 
better because of the friendly coopera- 
tion of all branches of the industry. 

“Facing the future in this spirit and 
also reflecting on the travail from 
which emerged our National Shoe Fair 
as an institution, I give as a slogan 
for the next Fair a sentence from the 
Wizard of Schenectady, Steinmetz: 
‘Cooperation is no longer a sentiment 
but an economic necessity.’ 

“It is with pride that we carry for- 
ward the standard of the National 
Shoe Fair. We urge you to approach 
it with an open mind— 


open to the new development in the 
craft of shoemaking 

open to the economic truths which 
will be helpful to you in your 
business 

open to the stimuli and joys of re- 
newing old friendships and mak- 
ing new ones 

open to the cooperative spirit so tra- 
ditional in the industry despite 
the keenness of the competition. 


“The Joint Committee of the Na- 
tional Shoe Retailers Association and 
the National Boot and Shoe Manuvu- 
facturers Association invites every 
shoe man to attend.” 





Brauer Bros. Sends Message 


of Cheer 


Sr. Louis, Mo.—The Brauer Bros. 
Shoe Co., over the signature of A. J. 
Brauer, president, is sending a giant 
telegram to their entire list of dealers 
throughout the United States and its 
possessions. The large size of the piece, 
supplementing the message it carries, 
is designed to stimulate the enthusiasm 
and optimism of every person who sees 
it. 

The message reads as follows: 

“We are out of the depression! Busi- 
ness is on the upturn. The government 
is turning loose billions of dollars for 
lending and spending. Millions of men 
and women are returning to work. Fac- 
tories are starting up. Merchandise 
is moving off the shelves of dealers 
whose stocks are low. Keen-minded, 
clear-thinking, practical business men 
are alert to the fact that there will 
be a practical improvement in business 
the second half of 1938. Let us all 


pull together.” 





Bzdusek Managing Store 


CupaHy, Wis.—John S. Bzdusek is 
now managing the shoe store at 3624 
E. Barnard Ave. here, formerly oper- 
ated by his father since 1907. The store 
carries a complete line of Wolfe Wear- 
U-Well shoes for the entire family. 
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SCHOOL BELLS RING 
Your CASH REGISTER 
WHEN YOU STOCK VITALITY! 


CHOOL bells may not ring joyously for kiddies who have 

been vacationing, but glad notes can be rung up on the 
cash register just ahead of the time the great army of juveniles 
turn their steps toward the “little red school house.” 


So let this be a reminder to check your children’s stock care- 
fully in order to have a complete representation of sizes with 
which to “shoe” the legions of boys and girls. 


No better choice can be made than Vitality’s juvenile lines: 
All leather shoes. ... good lasts ... complete sizes and widths 

correct youthful styles... Goodyear welt and Sbicca- 
Delmac construction. 


And.don’t overlook out  Vitapoise Feature shoes. These sup- 
plement our regular grade children’s line with corrective 
styles: wedged heels... top quality... calfskin quarters and 
sock linings... Goodyear welts. 


Your juvenile department is vastly important. Think of the 
years a child, well sold through school days, may be your 
customer. Let the school bells ring out news about your 
Vitality Juvenile Department. 


ITALITY SHOE COMPANY . 
Branch of International Shoe Company 


ST. LOUIS 





MEN’S 
AAA to G 
Sizes 5to 14 
$5,$6.and $6.75 


WOMEN’S 
AAAAA to EEE 
Sizes 2to 11 
$6.75 and $7.50 


BOYS’ 


AtoE 
Sizes 1 to 6 
$4.00 and $4.50 


CHILDREN’S 
Complete widths 


and sizes 
$2.50 to $5.00 
Priced 


according to size 





@ Vitality Growing Girls, Goodyear 
Welt and Sbicca-Delmac Construc- 
tion shoes. (Thrift Grade) $5.00, 
Thrift Grade Shoes for Women $8.00. 
Vitapoise Feature Shoes for children 
$3.50 to $6, priced according to size. 
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Newmarket 


Made on lasts designed by our 
Brockton craftsmen, the BELMONT 
and the NEWMARKET are two ex- 
cellent new examples of styles that 


Belmont will be popular for Fall, 1938. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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VERE TY 
Sabet SAW TIME OUT for a case of shoes! 


. Production delays caused by wet and dry solvent 

\W type box toes prevent your shoes from speedy trans- 
fer to retailer’s shelves. TIME OUT for last prep- 
aration; for rest periods on the wood to permit 
moist box toes to harden; for repairing patent leather 
fractures; all add to manufacturing cost and subtract 
from your customer’s good will when needed shoes 
are delayed in delivery. 

Beckwith hot and cold type box toes produce dur- 
able trim-appearing finished toes without requiring 
time out periods. Write for a demonstration proving 
how Beckwith box toes give quality results and a 
time-saving bonus as well. 


USE A QUALITY THERMOPLASTIC BOX TOE 


SS 
BECKWITH BOX TOE 


BECKWITH MANUFACTURING €CO., DOVER. N. H. 





SHERBROOKE , QUEBEC CANADA Gy, MILWAUKEE, WISCONSIN 
AGENTS: GEO. A. SPRINGMEIER CO., CINCINNATI, OHIO WRIGHT GUHMAN CO, ST. LOUIS, MO, 
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gi. DICOTT,NLY. - 





ST.LOUIS,.MO.- - NEW YORK CITY 
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STRENGTH 
SECURITY 
ECONOMY 







UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 
The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 
Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 




















UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 















HHH || 
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ANNOUNCING 


A REMARKABLE NEW LINE 


COVERED GORE 


Made in Matching Textures 





as well as Matching Colors 





and every inch worthy of 


Our Highest Standard of Quality 


@ 
Samples and Prices on Request 





RING @ SEARLE, Inc. 


SHOE MANUFACTURERS GOODS 
12 Wingate Street 


HAVERHILL, MASS. 


Agent for State of Maine—A. E. WILSON, INC., Auburn, Me. 
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WILLIAM L. COLLINS 


President 










EDWARD W. MORRIS 


Vice-President 


















ENTERING the shoe manufacturing business in a very moderate way... 
late in '33, W. L. Collins, and Edw. W. Morris applied their enthusiasm B 
and energy to the proposition that they knew what the consuming ” 
public wanted... and what the retailer could sell. Their meteoric 
success from scratch amazed the shoe world. Now they bring to H 
Hamilton-Brown that same enthusiasm and energy... that same “feel” H 
for producing shoes that sell in volume at a profit. St 
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E 





AMILTON-BROW Hi 





BOOT anv SHOE RECORDER, August 6, 1938 


YVOUR BUSINESS, 


As the president and vice president of the new Hamilton-Brown 
Shoe Company, we have set ourselves a goal which is to really 
EARN the business of you American retailers. 


We are determined to consistently give you shoes that will draw 
and hold trade...shoes which you can sell in volume at a profit. 


To this end we are surrounded by a young, enthusiastic, ener- 
getic and ambitious organization, geared to today’s fast pace. 


We and the organization expect our individual and collective 
growth and success to be only in direct proportion to our ability 
to accomplish this set purpose. We invite you to study the 
ten specialty lines now carried by Hamilton-Brown salesmen 


in the field. 
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70 New HAMILTON-BROWN Specially Lined 


AMERICAN LADY (Sbicca) including Form- 
edic Arch (Littleway) to retail at . $5 and $6 


FASHION CREST (Compo) including Arch- 
medic (Welt) to retail at $4 and $5 


HELENE NOVELTIES ?o retail at. . . $3.00 


HAMILTON growing girls’ (Goodyear 
Stitched, Compo, Compo Welt) Sport Shoes 
to retail at $2 and $2.50 


MAR-V-LUS AGE, growing girl welts 
to retail at 


AMERICAN GENTLEMEN (for men) 
to retail at . 

COUNTRY CLUB (for men) fo retail at $4.00 
AMBASSADOR (for men) fo retail at . $3.00 
AMBASSADOR (for boys) to retail at . $3.00 


TWINKIES (for misses, children and infants) 
to retail at $1.00 and $1.80 


EVERY SHOE MADE IN HAMILTON-BROWN FACTORIES 


HOE Co. 
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. . « fits the buying habits of the modern Miss 


and enables her to keep her shoes “‘factory fresh’’ 


in a way she takes to naturally ... with cosmetics! 


Trimfoot Shoe Cosmetics arouse womens’ strong- 
est buying urge — vanity. Put the appeal that 
created the $300,000,000 cosmetic market to work 
for you by featuring Trimfoot Shoe Cosmetics 





. .. sold only in shoe and department stores. 
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TRIMFOOT FABRIC CLEANER TRIMFOOT SUEDE CLEANER 






Fine shoe fabrics, like Truly a beauty treat- 
Sine frocks, deserve a ment that keeps the 
cleaner that will not softest suedes li new 












injure delicate threads. - . - leaving the nap 


ecoccccocce 25 cents Lec cceeeeeee 25 Conts 



















TRIMFOOT SUEDE BUFFER TRIMFOOT SHOE CREAM 

This shoe ‘‘make-up’’ (Neutral) A cream that 

removes soiled and ching cleans and softens as it 

spots as quickly as restores the smart luster 

@ woman can powder of sae one kid or calf 
t ‘3. 








nose. 
Retail........... 25 cents Retail..........+. 25 cents 







A Shoe Cosmetic Bar is given free to 
dealers featuring Trimfoot Shoe Cos- 
metics. Write for complete details today! 


MIME Cf 









Canadian Distributors: Canadian Specialties, Ltd., Hamilton, Ont. 




















